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Rough Proofs 


Leon Henderson is teaming up 
with O’Sullivan in a radio program 
to promote “America’s Number One 
Heel,” and.is fervently hoping it 
won't prove to be a case of mistaken 
identity. 

os. 2 


Gene Castle predicts a big holi- 
day play for home movies, and if 
all those predicted gasoline cuts go 
into effect, he’ll probably turn out 
to be right. 5 


ee Pe 


The Frank H. Fleer Corporation 
has brought out a new gum and is 
trying to explain to the kids why 
they can’t get Dubble Bubble, but 
it’s going to be a tough selling job. 


= ew 


Fuller Brush salesmen are now 
referred to in dignified institutional 
copy as “dealers.” Whasamatter, 
is the good old house-to-house can- 
vasser finding it harder to get his 
foot in the door? - 


oe “-— 


Pen makers keep right on adver- 
tising, and even if their product 
isn’t .mightier than the sword, it’s a 
big help these days when it’s so 
hard to get typewriters. 


vy we 


Incidentally, since swords, sabers 
and other military cutlery are more 
ornamental than useful, why not 
help the agricultural situation a bit 
by beating a few of them into plow- 
shares? 


= ee 


“No one likes to turn away busi- 
ness,’ remarks Mademoiselle, and 
this is one case where the publisher 
can say with complete sincerity, 
“This hurts me more than it does 
you. 


7:3 F 


Loyd Chappell doesn’t like True 
Story’s classification of grass as 
fodder, but after all these Forty- 
second Street farmers may write 
their own definitions. 


» | F 


Dr. Morris Fishbein was sub- 
poenaed by the FTC to explain why 
the revered Journal of the Ameri- 
can Medical Association accepted 
Philip Morris copy, and you can bet 
the good doctor came up with the 
right answers. 


- =. 


, lownsend Plan Is Revived as 
Postwar Panacea,” headlines Ap- 
VERTISING AGE. Free money has 
aly iys been a popular panacea be- 
‘ore, during and after a war. 


ae 

A news story says a six-man 
gro. p has been named to pick the 
nex president, of the NAB, but 


Ne lle Miller didn’t cut his eye 
fe'n in Kentucky politics for noth- 


— a 


iil Wrigley wishes the public 
ld go to a baseball game for 


the home team win, but this 


; 


Bcd clean fun rather than only to | 


Philosophy is just as hard to! ad tibbing 


OUT OF THE NIGHT 


New Leaders Arise 


Out of Great Emergencies « 


Bre 


Reynolds Metals will soon place the 
above advertisement in a long list of 
national magazines as part of an up-hill 


facturer of aluminum. Copy tactfully 
reminds the public that Alcoa now has 
a worthy competitor. 


WPB Officially 
Warns of Possible 


Paper Allocation 


AA Prediction 
of Two Weeks Ago 
ls Confirmed 


Washington, D. C., Aug. 11.—| 
Unless pulp and paper production 
is increased or “exacting” conserva- 
tion measures are adopted by the 
paper industry, the WPB said offi- 
cially today, “It is possible that 
paper may have to be allocated in 
the future.” 

The WPB statement—first official 
recognition that paper allocation is 
a future possibility—applied to all 
paper, including newsprint. 

The statement followed by two 
weeks an exclusive ADVERTISING 
AGE story which reported this allo- 
cation idea as a distinct possibility. 
One week ago, in commenting on 
that story, WPB officials told Apver- 
TISING AGE that such a plan may be 
used in the future. However, these 
officials characterized paper alloca- 
tion as an “extreme scheme,” and 
despite today’s statement, they still 
insisted that allocation plans will 
be set up only as a last resort. 

“We're letting the paper industry | 


know that allocation may be needed | 


New Aluminum Producer 
Plans Postwar Products 


$60,000 Advertising 
Budget is Upped 


to Half Million 


By STEVE BOOKE 


New York, Aug. 12.—Deep con- 
cern over the nation’s ability to 
sheathe thousands of fighting planes 
and bombers in aluminum, coupled 
with a strong determination to out- 
distance Axis production of the fly- 
ing metal, two years ago prompted 
a U. S. foil producer and converter 
to conjure Aladdin-like out of an 
cow pasture 
months and 28 days, a vast new 
plant which has since made him 
the second largest aluminum pro- 
| ducer in the country. 
The story of how Richard Samuel 
fight to identify itself as a leading manu- | Reynolds, co ane of ae. 
} acres of war-geared aluminum fac- 
tory under one roof at Listerhill, 


Alabama 


nolds Metals 


Ala., and entered 
a field once con- © 
sidered the sole 
province of the 
Aluminum Com- 
pany of America, 
is an industrial 
saga which 
closely parallels 
the rise of such a 
mass production 
expert as Henry 
J. Kaiser. 
Matching’ the 
lightning pace of 
the Reynolds 
aluminum plant 


is the Reynolds advertising budget 
which, under the direction of David 


journals. 


that takes in raw 


end and turns out finished alumi- 
(Continued on Page 49) 


R. S. Reynolds 
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Drive to Make 
Cereals All-Day 
Food Is Started 


Greater Consumption 
Would Offset 
Scarcity of Meat 


nutrition research, 
cereal foods succeeded in making 


lunches, dinners, and suppers. 


economists, 
executives, 


hotel and 
newspaper 


ciation leaders. The hosts 


originated by Mr. Boomer, 


dinner and supper. Mr. 


luncheon and dinner menus. 
New Dish Served 
Waldorf,” a 


“Toasties 


New York, Aug. 12.—Backed by 
huge advertising appropriations and 
the makers of 


can diet, dealers were told last 
week. Story on Page 26.) 
The idea of the luncheon was 


who 
wrote to Mr. Francis suggesting that 
Reynolds, 27, youngest of four sons,| cereals be recommended for lunch, 
has expanded from a small $60,000 | 


appropriation to more than half a 
million dollars, a figure which com- 
pares favorably with the $731,000 
spent last year by Alcoa in newspa- 
pers, general magazines and farm) 


a 


cereal dish an almost indispensable | 
part of the American breakfast, but 
in these times of meat scarcity a| 
new theme is being added, the value | 
of cereals as a regular part of | 


The drive was launched at a glit- | 
tering summer luncheon in the Sert | 
Room of the Waldorf-Astoria yes- | 
terday, attended by dietitians, home 

restaurant 
and maga- 
zine writers and institutional asso- 
were 
Clarence Francis, president of Gen- 
eral Foods Corporation, and Lucius 
Boomer, president of the Waldorf. 

(Meat interests are ready to fight 
to retain their place in the Ameri- 


Boomer | 
plans to list cereals on the hotel’s 


Hummerts fo Exit 


from B-S-H; Form 


Producing Firm 


Own "Soap Operas" 
and Will Continue 
Them, He Says 


New York, Aug. 12.—Rumors 
about the status of Blackett-Sam- 
ple-Hummert, giant of the agency 
field, which have danced through 
the advertising field for months, 
finally reached the action stage this 
week when E. F. Hummert an- 
nounced that he will not renew his 
five-year contract with the agency 
when it expires Dec. 31, 1943. In- 
stead, he will, in conjunction with 


E. F. Hummert 


his wife Anne, also a vice-president 
of B-S-H, launch his own organi- 
zation, Hummert Radio Produc- 
tions, at that time. 

While principals in B-S-H politely 
but firmly refused to answer any 
of the multitude of questions re- 
sulting from this announcement, 
Mr. Hummert reversed a personal 


| policy of long standing by giving 


combina- | 


|tion of Post Toasties, peaches, cot- | 

To build what is believed to be| tage cheese and cream, was served 
the biggest plant of its kind in the/at the luncheon yesterday as one) 
world and probably the only one| example of the many luncheon and | 
bauxite at one|dinner dishes which can be made 


from cereals. 
(Continued on Page 46) 


The only other foods | 
| present 


Last Minute News Flashes 


Life Insurance Companies Launch Record Drive 
New York, Aug. 13.— The life insurance companies of the country on 


Aug. 16 will launch a cooperative advertising campaign as part of a com- 
| prehensive program to aid in the nation’s battle against inflation. 
|panies representing approximately 80% of the assets of the life insur- 
|ance companies in the United States have so far signified their intention 
Copy in the campaign, the largest cooperative effort in the 


to cooperate. 


/Sample and Hill 


an interview to ADVERTISING AGE in 
which he discussed not only his 
own plans, but the possible plans 
of his former associates, in consid- 
erable detail. 

It is a foregone conclusion, Mr. 
Hummert asserted, that when the 
contract between J. G. 
Blackett expires 


|in August of next year, the agency 


history of the field, is scheduled to appear at frequent intervals in 286 


| the 


setup will be reorganized. The two 
partners each own 50% of the busi- 
ness; both the Hummerts, although 
vice-presidents, have never had any 
financial interest in the business, 


| but have been salaried employes, as 
Com- | 


have all the other executives. 

One of the interesting angles in 
present situation is that Lt. 
Commander Sample left yesterday 
for sea duty after having served the 


, Ms Ber . or Navy at Great Lakes, IIl., during 
so that they will make every effort | "€WSPapers in 170 cities from coast to coast. In addition, the companies | the past year and a half. Thus with 
to see that allocation is never used,” | Plan to use page advertisements each month in farm journals. Ads will|the announced retirement from ac- 
said one official. “Every effort must| appear above the signature of the “Life Insurance Companies of Amer-| tivity of Mr. Hummert, only Mr. 


be made to conserve paper and to| 
increase wood pulp and paper pro-| 
duction.” 

In line with that policy, WPB 
reported this possibility to a recent 
meeting of its commercial printing | 

(Continued on Page 48) 


In this issue... 


ica.” 


Chicago, Aug. 


has appointed Earle Ludgin, Inc., to conduct a national advertising cam- | 
| paign which will break next month. The company, long absent from the | Gamble, American Home Products, 
| ranks of national advertisers, will use full-color copy in rotogravure and 
| magazine sections of newspapers in 21 cities. 


J. Walter Thompson Compaby is the agency. 


Hurley Machine Appoints Ludgin; Plans New Drive 
13.—Hurley Machine Division of Electric menehetd | 
Utilities Corporation, Chicago, manufacturer of Thor washing machines 


be sure to read “Private Everett Smith Takes Temporary WPB Post 

New York, Aug. 13. 
fadden Publications, Inc., has been given a leave to accept a temporary 
assignment with the WPB printing and publishing division, Washington, 


Lines,” on Page 8. Other 
features: 


12 


in Brooklyn as on the North! admen in the Armed Forces 35 
Coming Conventions 43 
SF 9 | Diary of an Adman 30 
| Earnings 36 
1e Diary laments the difficulty | Editorials : 12 
rt’ coads have in getting passenger | Getting Personal 42 
‘ nsportation off the shelf, and|!nformation for Advertisers 12) 
h ried ticket sellers will be among| Photographic Review 
“> first to agree with him. | Postwar Planning 
| Rough Proofs anti 
Copy Cus. | Voice of the Advertiser 


D. C., on a dollar-a-year basis. 
magazine paper production and consumption. 


He has been with 


! 


| 


se | 


|shows for most of these 
Everett R. Smith, director of research for Mac- 


Mr. Smith will develop information about 
Mac- 


fadden since 1934 and before that was advertising manager of the Fuller 


Brush Company. 


Geyer, Cornell Gets Army Air Force Account 
New York, Aug. 13.—Geyer, Cornell & Newell, New York, has been 
appointed advertising agency for the Army air forces, previously handled 


yr 


| by N. W. Ayer & Son. It is expected that the agency’s initial efforts will 
; | be directed toward formulating a new campaign dealing with the aviation 
20 | cadet procurement program. 


Blackett of the three principals in- 
cluded in the firm name remains 
on the job. 

Principal discussion regarding the 
future of B-S-H relates to the ac- 
counts served by the agency in the 
radio field, such as Procter & 


Sterling Drug and General 
Since Mr. Hummert 
will continue to 


Mills. 
and his wife 
produce radio 
accounts, 
regardless of what agency places 
the business, their future status is 
an absorbing topic of speculation in 
agency offices on Park avenue and 
Michigan boulevard. 

As the result of the phenomenal 
success of the agency in the radio 


field, largely through the “soap 
operas” made famous by the Hum- 
mert team, Blackett-Sample-Hum- 
mert is rated among the first ten 


agencies in the country in total 
volume, and has led the entire field 
in radio billings in recent years 
Whether its supremacy in this field 
will be affected by the withdrawal 
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of the man given chief credit for 
its sensational rise in radio adver- 
tising is a question which only time 
can answer. 

In the meantime, it is no secret 
that the agency’s accounts are being 
shown persuasive presentations by 
scores of gencies, with particularly 


Anne Hummert 


heavy firing being directed toward 
the American Home Products and 
Sterling Drug business, which rep- 
resent, respectively, about $3,500,- 
000 and $5,000,000 of the agency’s 
billings. 

Asked what would happen to the 
radio shows produced for American 
Home Products and Sterling Drug, 
Mr. Hummert told ADVERTISING AGE 


that his interest in the agency has 
always been solely as a writer and 
producer of radio shows, and that 
he was never concerned with the 
business end of servicing accounts. 
Consequently, he said, he and Mrs. 
Hummert will continue to produce 
shows for both accounts, regardless 
of what agency handles the actual 
business details. 

All radio shows serviced by the 
agency for American Home and 
Sterling Drug are exclusive crea- 
tions and productions of Mr. Hum- 
mert, his wife, or both. There is 
no dispute over these shows, he 
said, and all principals of the 
agency are agreed that when Mr. 
Hummert goes, the shows go with 
him. 

When Mr. Hummert was ques- 
tioned as to the fabulous amount of 
money he is reported as having 
been drawing from the agency, he 
emphasized that such reports are 
“grossly exaggerated” and that his 
earnings, in comparison with those 
of the agency’s partners, are much 
less than he is credited with. 


Not Bound by Contract 


Reports to the effect that Mr. 
Hummert’s contract stipulates he is 
not to form an advertising agency 
or in any way associate himself 
with an agency for two years after 
severing his connection with B-S-H 
are entirely erroneous, Mr. Hum- 
mert said. “I can go with any 
agency, or form my own agency as 
of Jan. 1, 1944,” he emphasized, 


adding that when his contract ex- 
pires he will fulfill a long-held 
ambition to establish his own inde- 
pendent radio production organiza- 
tion. 

Entirely independent from the 
agency’s activities, Mrs. Hummert 
has been producing two shows for 
Duane Jones Company. They are 


pe ME Sage ere 
iy ae a 
ad 


Hilf Blackett 


“David Harum” and “Lora Law- 
ton,” both sponsored by B. T. Bab- 
bitt Company. 

Mr. Jones was formerly con- 
neeted with B-S-H where he 
handled the Babbitt account. When 
Mr. Jones left to form his own 
agency he took the account with 
him after coming to an understand- 
ing with the client and Mrs. Hum- 


IT MUST BE 
i 


® 


O... 


G 
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SAW IT 1 THE BLADE” 


It might have been the news of opening the Wabash and Erie 
Canal in 1848. 


Or maybe President Lincoln’s election in 1860. 


Or maybe Bill Jones telling his share-the-ride buddy on their 
way to work... in 1943’... “It MUST be so... I saw it in 
the Blade.” 


* * * * 


For more than 100 years the Blade has been part and parcel of 
the daily life of the people in the good city of Toledo. 


In Toledo homes today—and there is a Blade for every home— 
the evening is not complete without a good look at this paper 
whose name has become a household word. 


And these are homes with money to spend right now, and more 


money being saved for post-war spending on a myriad stored- 
up wants. 


TOLEDO BLADE 


One of America’s Great Newspapers 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


ONLY A GREAT MARKET CAN SUPPORT A GREAT NEWSPAPER 


mert on the question of uninter- 
rupted production for the “David 
Harum” show. Later on Mrs. Hum- 
mert produced the “Lora Lawton” 
pregram for Duane Jones for the 
same sponsor. 

Shows conceived, created and 
produced by Mr. Hummert, his wife, 
or jointly are: “Amanda of Honey- 
moon Hill”; “Second Husband’; 
‘“Romance of Helen Trent’; “Our 
Gal Sunday” (book adaptation) ; 
“Backstage Wife’; “Stella Dallas” 
(book adaptation); “Young Widder 
Brown”; “Just Plain Bill”; “Front 
Page Farrell’; Mr. Keen—tTracer 
of Lost Persons”; “David Harum”’ 
(book adaptation); and “Lora Law- 
ton.” 

In addition the Hummerts have 
produced such musicals as “Waltz 
Time”; “American Melody Hour”; 
“Manhattan Merry - Go - Round”; 
and “American Album of Familiar 
Music.” 


Has Had Varied Career 


Recognized as one of the most 
brilliant copywriters in the field 
and probably the most prolific pro- 
ducer of radio shows, aided by his 
equally talented wife, Mr. Hum- 
mert has been reticent regarding 
his earlier years. ““Who’s Who” says 
briefly he was born in New Orleans 
(Mr. Hummert would only say “it 
was before 1890”) and lists him as 
an advertising executive. 

However, it is known that many 
years ago he wrote feature articles 
for a number of newspapers, was 
a reporter on the St. Louis Post- 
Dispatch and did re-write jobs on 
legitimate plays. 

During World War I Mr. Hum- 
mert was asked to write Liberty 
Loan slogans, and once again 
proved that his cranium was stuffed 
full of originality when his slogan, 
“Bonds or Bondage,” was adopted 
and used in Liberty Loan drives in 
every state of the Union. 


Developed New Copy Themes 


From 1920 to 1927 he was con- 
nected with Lord & Thomas in Chi- 
cago and New York as vice-presi- 
dent and copy chief. It was during 
his association with this agency that 
Mr. Hummert’s fertile brain con- 
ceived the “Hall of Fame” for 
Brunswick Recording Corporation, 
in which Brunswick recording 
artists were featured as members. 
Given heavy advertising promotion, 
this idea was instrumental in sell- 
ing millions of discs. 

When radio showed signs of de- 
veloping into one of the largest 
entertainment and advertising 
media, Mr. Hummert entered the 
|field. He joined Hill Blackett, a 
|former L & T associate, and J. G. 
| Sample, a former Curtis Publishing 
man, in their young agency venture 
in 1927, and the following year his 
name was added to the company’s 
title, although it is understood that 
he was never financially interested 
in the agency. 

His association with his wife, 
who in her own right is a brilliant 
radio script writer, began in Chi- 
cago in 1929, when, as Anne Ashen- 
hurst, a former Paris Herald re- 
porter, she joined the agency staff. 
She had written a letter seeking a 
position on the staff to Mr. Sample, 
who offered her a job as an assist- 
ant to Mr. Hummert, saying, “You 
should pay for the privilege of 
working for such a brilliant mind.” 


Start of Partnership 


However, Miss Ashenhurst, who 
bad interviewed such notables as 
Queen Mary, the Prince of Wales, 
Lloyd George, Premier Briand and 
others during her newspaper career, 
balked at the offer, professing in- 
ability to handle the job. Shortly 
thereafter she reconsidered, after a 
talk with Mr. Hummert, and de- 
cided to join the agency as his 
assistant on radio. 

It was during this close associa- 
tion that Mr. Hummert envisaged 
a high potential for a radio “advice 
to the lovelorn” feature written by 
his clever assistant along the same 


papers, and the couple soon had a 
Pacific Coast sponsor airing the col- 
umn. This brain child of the Hum- 
merts was the beginning of a new 
era in the field of radio advertising 
insofar as sponsored serials were 
concerned, and culminated in a 
radio production team that turned 
out radio serials or “soap operas” 
and familiar music programs on a 
ery unmatched in that particular 
eld. 


Shows Begin to Roll 


In September, 1932, they created 
“Just Plain Bill,” which was shortly 
followed by “Betty and Bob.” The 
latter received a tryout for a 13- 
week period and made a hit; from 
there on the Hummerts began pro- 


lines as those appearing for news-| 


Advertising Age, August 16, | 943 


ducing shows which were ea,y tly 
snatched up by the agency’s clic:;; 
In 1935 Mr. Hummert was nana 


- ; ed 
a vice-president of the agency. js, 
about this time, Mr. Hummert »),;. 
ried his assistant, who in 1940 was 


voted one of the ten most succe: fy) 
women in America. 
Until the present war starteq 


Lt. Comdr. J. G. Sample 


Mr. Hummert and his wife pro- 
duced similar “soap operas” and 
musicals in London through Air 
Features, since the agency had no 
London office, but Mr. Hummert 
flatly denied that Air Features, New 
York, is owned either wholly or 
partly by B-S-H or himself. He 
said the organization was formed in 
1936 at his suggestion and since its 
inception has been a sort of clear- 
ing house for all Hummert-pro- 
duced radio shows, handling nu- 
merous details connected with pro- 
duction and billing. 


RKO Plans Big Schedule 
for New Astaire Film 


Heralding Fred Astaire’s return 
to RKO Radio Pictures where he 
originally danced his way to movie 
fame, the company has placed a 
heavy advertising schedule behind 
his latest starring vehicle, “The 
Sky’s the Limit.” 

Full-page advertisements will ap- 
pear this month in Look and The 
Saturday Evening Post and a color 
spread in Life. A long list of movie 
fan magazines will also be used. 
Promotion is supervised by Barret 
S. McCormick, advertising manager 
of RKO. Jack Pegler of Foote, 
Cone & Belding, New York, is ac- 
count executive. 


Wait-Cahill and 
Little Crow on WLS 


Wait-Cahill Company, Decatur, 
Ill, maker of Green Mountain 
cough syrup, has signed for a three 
times weekly 15-minute morning 
musical program on WLS, Chicago, 
to run 26 weeks from Oct. 19. Wade 
Advertising Agency is in charge. 

Little Crow Milling Company 
Warsaw, Ind., will begin a 29-wee' 
period of sponsorship of Amanda 
Snow over the station Sept. 13, a! 
7:45 to 8 a. m. five days a week 
Rogers & Smith, Chicago, is the 
agency. 


LeQuatte Gets Kidd 


H. B. LeQuatte, New York, ha: 
been appointed to direct advertis- 
ing of Whip-Aid, prepared mix fo! 
use in whipping cream, a produc‘ o! 
Kidd & Co., Chicago. Advertising 
is scheduled for newspapers in ke) 
cities. 


Have you anything more important to say thé 
something that will help win the war? Put 
war message into every piece of printed matte 
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v4 hen you take space in a newspaper, you buy one thing, a year ago July. 50,000 more on Sunday! And these loyal 
and one thing only! . . . You buy READERS! readers have made The Chicago Sun in 20 short menths the 


The Sun, like any other large metropolitan newspaper, has a 10th largest morning newspaper in the United States. 


Decatur, 
ountain 
a three 
norning 
~hicago, 
9. Wade 
narge. 

ympany 
29-wee' 


heterogeneous mass of readers: rich and poor; young and old; , 
8 tan Sates These are the readers for you! They're the ones to buy your 
vegetarian and carnivorous; conservative and progressive. ,; 
& a cosmetics; your dog fowd; cereals; beverages; your razor blades 
But...no matter how different they may be. .. politically, ; 
ae P ) and soap. They're the ones to buy whatever you have to sell. 
economically or culturally . . . Sun readers have one common : . 
) Y x They're the ones who have created this mew newspaper situation 
denominator: their phenomenal loyalty to this paper. And that ; ; ' 
eo in Chicago: 

is one reason why... 


1 You need The Sun in any newspaper combination to cover 


Chicago completely, economically and efficiently. 


> 
_— 


THE SUN gives results — 


2 By using The Sun alone you can make a big impact against 


America’s No. 2 market with a relatively small expenditure. 


its circulation and cost 


CHICAGO'S MORNING TRUTHpaper 


But there still must be something else that explains the | ral 
quick-trigger buying action of Sun readers. THE CHICA 0 SUN 
There is. And HOW there is! 


We firmly believe this is the key: Sun readers did not inherit sells 
the habit of reading this paper. They didn’t grow up with it. EN 


They swung over to it. . . by the hundreds of thousands. They — 


bought it mot from habit. . . but because they liked it and wanted it! THE BRANHAM COMPANY, National Representatives: Aclanta, Char- 


Today around 300,000 Chicagoans buy The Sun, every week- lotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, 


day. (30,000 more of them bought it this July than bought it New York, St. Louis; San Francisco, Seattle. 


: 7 out of all proportion to 


SSSSSSSSSSSSSSHESSSSSEHS SESH SESHESSHE SHEE EESHEEEEEEEEEEEHEEEEEEEEEEEEEEHEEEES SHEESH EEEEHEEEHEEEEEEEE SESE EEEEEHSEOHOO SESE HEHEHE EEE EE EEE 


* > i, ee ~ Peete . awe . .- a 
ee : ; Z 


* 


~ me aa we is ae : fi cA at i > : .% 7 ee : ee, : i 
we Fie a” * eS Re Sie 8 Eat - <> Pa AS? # P + a i 7) s “nt: . > ey “te a 
eee ey ey 


5 443 
e . 
e . 
o e ° 
e ° 
e ° 
j ° ° 
, . . 
, . . 
. - 
. 
° . 
e - 
e . 
: | : 
e + 
; ° “\;~ . 
: e 
+ ° 
% pt e 
ce . 
: 7 Ad 
e © 
7 
iY : 
e . 
4 rs . 
e . 
. . 
. . 
. 
e pro- 4 ° 
“ and . ° 
gh Air ° e 
e + 
had no ° . 
immert ° 4 
s, New ; : 
aly or ° alp ° 
if. He ° ‘ ol Yo ° 
med j 4 * \ \ ff . 
In e ~~ \ | / . 
. . bd 
. / id 
e . 
° - m A ° 
7 A & . 
° Vv e 
. . 
os | 
. , ° 
es © Np : 
. : CG ° 
= ” P 5 ee S| dh \ Ye 
© ‘ — , p 
e . 
- —, ie _ e 
. -~ aS ~ ° 
° gp 9 " ty YQ n . 
oo Zp ‘ " . 
e YW ete F a, . 
. Y ° 
e . 
e . 
e . 
. Vl, 7 
. 7 
oe . 
. . 
e ° 
e . 
e . 
e . 
SPS SSHSSHESHSEE SEES EEHESEEHEEEESEHESHSEEEEHEEEEEHEEEEEEHSESHSESEEEHEEHE SHEESH HEHSEESEEEEHEEHEEEEESESESESEHEE HEHEHE HEHEHEEEHEEHEHREEEEEEEOEEEEEE 
e . 
° . 
e 7 
. + 
. . 
e . 
e . 
e . 
e . 
e . 
e . 
e . 
e . 
. 2 
. . 
° + 
e . 
: ee : 
e . 
e 7 
e . 
e - 
e . 
. . 
. 
Amand: e : 
}. 13, at ° ° 
a week 4 4 
is the ° ° 
e . 
e . 
e . 
— . 
. 7 
e - 
\dvertis- . é 2 
yertising . a aati. i ae a : 
3 in ke) . ee : ee : 
——  — ° 
A + 
; . 
| 
. 
Py 
to say the ° +2 
war? Put ° Ps 
nted matte ° Pa 24 
e . 
7 *., , . ; _ ‘ 
. . 
® + 
Zé . ° 
. . 
e + 
. . 
° . 
° . 
® . 
® . 
° + 
° . 
° . 
® . 
e - 
: 4 pa 
® ; 
| : eee : 
= . ad 
vr pd e 
° . 
nn 
- : 
. . 
| : ee : 
e . 
e . 
: ee : 
. . 
° . 
e . 
e . 
e . 
. ° 
~ bd ° 
, ® e 
e . 
a eeeeeeeee—“‘t‘sSCSCSCSE’ 
WT ae ee wi 


Benton & Bowles 
Will Handle Can 
Makers’ Account 


New York, Aug. 12.—Benton & 
Bowles today was appointed the 
agency to handle the broad, long- 
term advertising campaign and con- 
sumer education program of the 
Can Manufacturers Institute, thus 
bearing out a prediction made ex- 
exclusively by ADVERTISING AGE 
more than four months ago (AA, 
April 5). 

Funds have already been appro- 
priated by steel manufacturers and 


the makers of cans, who as a group 
are one of steel’s largest customers, 
and the agency is starting at once 
to shape a program. 

No account executive has yet 
been named, but Clarence Goshorn, 
president of Benton & Bowles, is 
supervising the campaign. 

Gordon Cole, who recently re- 
signed as advertising director of 
Cannon Mills to become director of 
advertising for the Can Manufac- 
turers Institute (AA, Aug. 2), said 
that although there is much work 
to be done, it will be speeded, and 
it is hoped that copy will break in 
selected media around the first of 
the year. He said media have not 
yet been discussed. 

He emphasized that this is a long 
range program, covering probably 
five or six years, not a short flash- 
in-the-pan operation. 


Size of the appropriation has not 
even been hinted at by officials of 
the Can Institute, but the broad 
program outlined will undoubtedly 
run into millions of dollars. There 
are approximately 87 members of 
the Institute, including all the 
largest producers of steel and tin- 
plate in the country. 

The central idea of the campaign 
will be to educate the public on the 
good qualities of tin cans as con- 
tainers for foods, drugs, lubricating 
oils, and their hundreds of other 
uses. 

“The campaign will be non-com- 
petitive,” Mr. Cole said. “Tin cans 
are out for the duration, and we 
have nothing to sell, but we want 
to implant their value in the public 
mind to prepare for postwar re- 
sumption of civilian business. We 
are mapping a very complete plan 


for reaching consumers through the 
proper channels. 

“The story of the part the tin can 
as a container plays in our economy 
has never been told, and we intend 
to tell it convincingly.” 

The advertising program will be 
based on a _ two-year consumer 
analysis made by the research divi- 
sion of the Can Manufacturers In- 
stitute under the direction of Dr. 
Miller McClintock, now president of 
the Mutual Broadcasting System, 
and underwritten by the steel com- 
panies. This survey has been called 
one of the most extensive consumer 
research and education studies ever 
made by a major industry. 

Included in the exhaustive work 
were studies on cans as a market 
for steel; the function of cans; the 
place of cans in the packaging field; 
propaganda concerning cans and 


The Black Market turns up a FARM JOURNAL 


GRAHAM PATTERSON, Publisher 


( Il 


Since we couldn’t accept your subscription, Mr. Newfarmer, 


we can’t really blame you for bribing 


the Gilman boy to 


bring over his family’s copy. Now you'll understand why 
2,700,000 intelligent farmers have subscribed to the FARM 
JOURNAL—and the number would be far greater if the 
paper limitation didn’t keep us from printing more. 


Speaking of black markets, the FARM JOURNAL was the 
first national magazine to print authoritative articles on the 
subject as it applies to food, and to suggest practical rem- 


edies. 


This is the sort of vital editorial material which has 


won outstanding leadership for the FARM JOURNAL, both 


in circulation and influence. Its pages are packed with the 


JOURNAL 


reading that rural people want. 


Of the 
FIRST FOUR 


General Magazines 


ONE 


—— 


covers the rural market 


Washington Square, PHILADELPHIA 


Advertising Age, August 16, 1949 


canned products; consumer aj;:. 
tudes toward cans, and fundamen. 
tal policies to govern future 
motion. 

The research division was or 
nally set up to operate under a 
lion dollar budget annually, »y 
curtailed its activities sharply 0, 
the duration of the war after c 
pleting the studies which resulte: jp 
publication, for private distribut op 
of a detailed analysis of public at. 
titudes toward cans and canned 
products. Following Dr. McCiin. 
tock’s move to Mutual, the division 
marked time for several months ang 
finally disintegrated entirely. 

The problem faced by can many- 
facturers and producers of ee] 
plate lies in the intense competition 
of substitute and alternate materials 
which have been given a wartime 
impetus and will be aggressive con- 
tenders for postwar packaging busi- 
ness. There are many such substi- 
tutes and alternates, including pa- 
per and plastics, but the most seri- 
ous is glass. This product, which 
had just entered the lists as a seri- 
ous contender to tin in the pack- 
aging field during the years immedi- 
ately preceding the war, had been 
getting an estimated 5% of the 
packaging business. Its major dif- 
ficulty then was the cost factor, but 
indications are now that glass will 
be in a much better position to com- 
pete on price after the war because 
of the expansion of the industry 
during the past two years, and the 
experience which has been thrust 
upon it by the necessity for supply- 
ing containers to replace impossi- 
ble-to-get tin. 


, 
| - 


Crichton in Navy; 
Cohen to Washington 


John H. Crichton, Washington 
editor of ADVERTISING AGE for the 
past seven months, and prior to 
that associate editor in the Chicago 
office, has been inducted into the 
Navy and has reported for active 
duty. 

Stanley E. Cohen, previously on 
the Washington editorial staff of 
Broadcasting, has been appointed 
Washington editor of ADVERTISING 
Ace. Mr. Cohen is a graduate of 
Cornell, where he served as editor 
of the Cornell Daily Sun, and is 
also a graduate of the Columbia 
University school of journalism. 


NPA Advances Date 
for Annual Meeting 


The National Publishers Associa- 
tion has advanced one week the 
date for its annual meeting, which 
will be held Sept. 14-15. 

Publisher members will convene 
this year at Buckwood Inn, Shaw- 
nee-on-Delaware, Pa. 


Laird Joins Nutrition 
Research Laboratories 

Kenneth Laird, with Young & 
Rubicam, Chicago, as merchandising 
director for the past four years, has 
joined the Nutrition Research Lab- 
oratories as director of sales and 
advertising. 

Prior to his association with Y&R, 
Mr. Laird was a vice-president of 
Weco Products Company, Chicago. 


Joins Weintraub Staff 


Miss Betty Buffe, formerly with 
Maxon, Inc., and the Blue Network 
has joined the copy staff of William 
H. Weintraub & Co., New York. 


JUST 
PUBLISHED 


the most complete 
coverage and market 
study ever released 
by a southern radio 
station 


ASK HEADLEY-REED 


WSGN 
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Morning 
Train... 


what fellow do YOU prefer 


to ride with? Most of these men 
on the platform are in your “market,” 
...upper living level...live in the same 
place...same business problems, similar 
homes and families. But nevertheless, 
you prefer a certain few for seat com- 
panions on the ride down. You get along 
well, you click. You heed and respect 
each other’s viewpoint and opinions. 
Ideas get across. You're influenced. Why? 
Psychologists say you have common 
referents (see *below). Same way with 
magazines and their readers. 


That’s why when you ride with True Story, you not only share True Story’s top 


coverage of the Wage Earner Market, you also share True Story’s big plus: 


Wage Earner Iniluence! 


rPYRUE STORY'S influence with the wage earner 
family has been 24 years in the making 
24 years of growing understanding of how 
wage earning America thinks, acts, and buys. 
A 24-year head start to a point where True 
Story’s present two-million guaranteed net 
paid gives you more wage earner coverage 
than any other magazine in America! With 
the six big advertising advantages listed below. 


* But coverage alone isn’t enough. You can 
get wage earner coverage with newspapers 
too, with radio, outdoor, and sampling. You 
can write a letter to your best girl, but post- 
office “coverage” won't get her to say “yes.” 

TRUE Story not only gives you wage earner 
coverage... TRUE Story takes you into wage 
earner homes as a friend with influence. As the 
late Joe Hamilton said about wage earner 
opinion many years ago, “It isn’t as important 
to know what the professor thinks of the bug 
under his microscope, as to know what the 


DEN he, PREMIUM PRICED 


bug thinks of the professor.”” You may have 
a fine and experienced regard for the wage 
earner market. But more important is what 
the wage earner market thinks of you and your 
product, both now and in the important years 
to come. Wage earner opinion may well decide 
if you’re to have a live brand or a dead bunny. 


“TRUE STORY SEEMS TO BE PART OF MY OWN LIFE” 


“Somehow, the neighbors just seem 
to come to me with their troubles,” 
says Mrs. Raymond Willis, True Story 
reader of Elmira, N. Y., “and in every 
instance | can recall, some story | 
have read in True Story has matched 
their own particular problem. So you 
see, | do not only pass on 
my copies of True Story 
when I'm finished with 
them, I also pass on the 
good advice it gives me. | 
have read True Story so 
long I can’t remember 
when I started. I like the 
stories because they seem 
to be a part of my own life 


: hw. and of the people who live 
_7. around me.” 
(signed) Mrs. RAYMOND WILLIS 


Mrs. Willis’ husband is an air-raid warden, works at the Schweizer 
Aircraft plant. She is block leader for her street. 


~~ True Story 


THE SERVICE MAGAZINE OF THE WAGE EARNER MARKET 


Sa 
ee | a 


NEEDED NOW! A WAR 
MESSAGE IN EVERY AD 


Advertisers who want to help both themselves and the 
war can begin at once to devote a part of their space to 


spreading war messages. 


At any one time, there are usually 20 or 25 active 
campaigns—things the people need to understand, things 
the people need to do to help shorten the war. Among the 
more urgent current campaigns are the fight against in- 
flation, the recruiting of women for war purposes, a fuller 
understanding of the war-time food situation. 

All the information you and your advertising agency 
need to start work preparing advertising can be secured 
either from the War Advertising Council, or the Office 


of Program Coordination of OWT. 


*Rererents—Psychologists’ five-dollar word for everything which shapes and 
influences a person's make-up ...their likes, dislikes, opinions and actions. 
When referents differ, people are apart. People with common referents are on 
each other's wave-length. Barriers are down...influence is generated. Same 
way with magazines, wage earners prefer True Story because True Story writers 
and True Story readers have common referents. They share common viewpoints 
based on common experiences and problems. Hence, thoughts and ideas get 
across naturally, and freely. 


GIVES YOU THESE 6 EXTRAS 


4. Least duplicated audience 
5. 41% higher editorial readership 
6. Moves with the payrolls 


1. Most wage earners at least cost 
2. Highest average ad readership 
3. Record pass - along 
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Spread Food Ads 
Through Week, 
WFA Asks Grocers 


Washington, D. C., Aug. 13.—The 
War Food Administration this week 
appealed to grocers and grocery 
chains to cease bunching up their 
advertisements and instead spread 
those ads out over the week. 

“The staggering through the week 
of pay days in war plants has not 
eased the weekend buying concen- 
tration in grocery stores to any sub- 
stantial extent,” said the WFA in 
revealing the results of a survey of 
grocery ads and consumer buying. 

“Buying habits and _ traditional 
weekend advertising are more tell- 
ing than money-in-the-pocket in 
bringing customers to the grocery 
store,” the WFA continued. 

More than 70% of retail food ad- 
vertising is even now being done on 
the traditional days of Thursday 
and Friday, and thus nearly 60% of 
food buying is on the traditional 
two days of Friday and Saturday. 

About one-half of the food ads 
placed in papers in 20 representa- 
tive cities by retailers are run on 
Thursday. 

“However,” said WFA, “there 
seems to be a slight shift in retail 
food advertising from Thursday to 
ad-lean Wednesday.” 

@®ne national chain of groceries, it 
was pointed out, has noted a 4% 


shift in sales from Saturday to 
Wednesday — “ad-spreading helps,” 
the WFA asserted. 

Nevertheless, the combination of 
Thursday - Friday advertising and 
Friday-Saturday sales continues in 
the main, it was stated. The result 
is an “added strain on manpower in 
grocery stores, aggravation of trans- 
portation problems, and general un- 
evenness of food distribution.” 

“You—your help—your merchan- 
dising faeilities—are being caught 
like ducks in a pond by the week- 
end buying rushes,’ WFA told 
grocers. “Spread out—get food ads 
to the papers sooner—get the cus- 
tomers and housewives coming 
earlier in the week. Don’t let poor 
sales tactics break the line of food 
distribution.” . 

The statement appeared in the 
regularly issued “Food Trade Let- 
ter,” which is circulated among food 
magazine editors. 


Rheins Handling Cole’s 
Duties for Cannon Mills 


E. W. Rheins is the acting adver- 
tising director of Cannon Mills, 
maker of hosiery, sheets and towels, 
succeeding Gordon Cole, advertis- 
ing director, who resigned to be- 
come director of advertising for the 
Can Manufacturers Institute, which 
is planning a large advertising cam~ 
paign. 

Mr. Rheins was Mr. Cole’s assist- 
ant director and has been with 
Cannon Mills for 14 years. 


New Campaign 
Will Tell Public 
Facts on Food 


New York, Aug. 12.—A new ad- 
vertising campaign, designed to ex- 
plain to the nation the facts about 
the wartime food situation and to 
serve as a backdrop for advertising 
by individual food producers and 
distributors, will break in newspa- 
pers soon. Carrying the slogan 
“Food Fights for Freedom,’ first ad- 
vertisements were sent out this 
week by the War Advertising Coun- 
cil. 

Release of the initial copy in the 
broad campaign in which the War 
Advertising Council is cooperating 
with the Office of War Information 
and the War Food Administration, 
focused attention on plans being de- 
veloped for regional meetings which 
will be held later this month under 
the joint sponsorship of WFA, OWI, 
OPA and the Council, to present the 
food industry with details of the 
“Food Fights for Freedom” pro- 
gram. The opening meeting has 
been set for the Blackstone Hotel, 
Chicago, Aug. 24. This will be fol- 
lowed by a meeting at the Hotel 
Waldorf-Astoria, New York, Aug. 
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FOOD CAMPAIGN OPENER 
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SPONSOR'S NAME AND ADDRESS 


This is one of the first advertisements of the over-all food campaign to be released 
for sponsorship of individual advertisers. 


26 and at the Palace Hotel, 
Francisco, Aug. 30. 

Keynote of the over-all food cam- 
paign is a four-point call to action, 
urging the home front to “produce 
and conserve, share and play 
square.” 

This slogan is incorporated in an 
official campaign emblem’ which 
shows a market basket held in 
Uncle Sam’s hands with the in- 
scription “Food Fights for Free- 
dom.” The emblem will be avail- 
able for use in all food advertising 
as well as in publicity. 


Three Ads Available 


The firs, three newspaper adver- 
tisements, which are available for 
immediate local sponsorship, pre- 
sent background information on the 
wartime food problem including the 
ineeds of the armed services and our 
Allies, allocation of supplies for 
civilian use and the outlook for the 
immediate future. One of the ad- 
vertisements, headlined “The True 
and False of our Food Situation,” 
discusses ten pertinent questions 
frequently asked by consumers. An- 
other advertisement emphasizes the 
need for “belt tightening,’ rather 
than relaxation as important vic- 
tories are won by the United Na- 
tions. The third piece of copy delves 
further into the policies that guide 
food planning by the WFA and 
other government agencies. Each 
of the ads ends with the four sug- 
gestions for home front cooperation. 

Accompanying the advertisements 
which were distributed to newspa- 
pers in mat form by Western News- 
paper Union, were messages to pub- 
lishers and advertising managers 
|\from Marvin Jones, War Food Ad- 
| ministrator, and Frank Tripp, gen- 
|eral manager of the Gannett News- 
| papers, who is chairman of the Al- 
lied Newspaper Council. 

All copy in the campaign carries 
ithe line, “This Advertisement Pre- 
pared Under the Auspices of the 
|War Advertising Council in Coop- 
|eration with the Office of War In- 
|\formation, and the War Food Ad- 
|ministration.” Lennen & Mitchell 
served as the volunteer task force in 
|the preparation of the series. 
| The advertising phase of the Food 
Fights for Freedom program will 
embrace the use of all advertising 
media. Representing the War Food 
| Administration in the development 
lof the campaign are Vernon D. 


San 


Beatty, who has just been named 
advertising director of WFA on 
leave of absence as advertising 
manager of Swift & Co.; and Morse 
Salisbury, WFA deputy administra- 
tor and director of information. 
Mrs. E. B. Myers, vice-president of 
General Foods Sales Company, is 
the Council’s campaign manager on 
the over-all food campaign; Evelyn 
Blewett is staff manager for the 
Council. Volunteer advertising 
agencies participating in the cam- 
paign include Benton & Bowles, 
Paris & Peart and Sherman K. Ellis 
& Co. 

A second campaign in the food 
field is now being readied by Gro- 
cery Manufacturers of America to 
inform the public on the wartime 
food situation. 


Materials for 
Civilian Needs 
Increased by WPB 


Washington, Aug. 10.—Essential 
civilian production got a shot in the 
arm from the WPB this week when 
the allotment of critical materials 
to the Office of Civilian Require- 
ments was boosted. WPB increased 
the allotment for the fourth quarter 
of the year, but did not reveal the 
exact percentage of the raise. 

Commenting on the allotments to 
OCR and to the military, WPB 
chief Donald M. Nelson said: “It 
is of equal importance to maintain 
the health and welfare of the sol- 
dier on the fighting front and the 
worker on the home front. Produc- 
tion of goods for both is the respon- 
sibility of the War Production 
Board.” 

Mr. Nelson called attention to the 
fact that the demands of the Army, 
Navy and OCR are matched against 
each other by the WPB require- 
ments committee. 

“The various discussions t)at 
have been going on anent ‘bedrock 
economy’ as against free manuf: c- 
ture of civilian goods lost sight of 
this basic policy,” he said. “If it 
becomes necessary to produce 4 
given quantity of cook stoves or 
farm machinery or whatever, ‘° 
maintain civilian health and w:!- 
fare, we are going to produce th m 
regardless of the scarcity of «°¢ 
materials involved.” 


PETERS, inc. 
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Special Correnpaadiiad ° 
Reaches the War Zone 


I, line with the policy of Ziff-Davis 
Publishing Company, publishers of FLY- 
ING, RADIO NEWS and POPULAR 
PHOTOGRAPHY, of bringing the top 
news of these industries to their readers, 
Kenneth R. Porter has been given a roving 
commission to report technical, on-the-spot 
news and information covering these sub- 
jects. 

Mr. Porter, accredited by the War and 
Navy Departments, by British and other 
censor officials, has just arrived in London 


on the first leg of a global trip to report, at 


FLYING 


first hand, important details of technical 
developments direct from the scene of 
action. 

Mr. Porter was selected for this important 
assignment because of his wide experience 
in radio and aviation, as a newspaper cor- 
respondent and factory periodical editor. 
and his further background on special as- 
signments for the U. S. Army Signal Corps. 

Watch for Mr. Porter’s vivid, accurate, 
highly informative accounts appearing in 
forthcoming issues of FLYING, RADIO 
NEWSand POPULAR PHOTOGRAPHY. 


Bistography, aAwIP 


ZIFF-DAVIS PUBLISHING COMPANY 


Offices: New York—Washington, D. C.—Los Angeles—London—Toronto 
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Private Lines 


Club Aluminum Products Com- 
pany’s introduction of a new line of 
cleaners and polishes in the Chicago 
market is going along well—so well 
that advertising will probably be 
extended to other markets in the 
fall. 

a - * 

Foote, Cone & Belding, the agency 
that emerged Phoenix-like from the 
ashes of Lord & Thomas, is stepping 
right along, with first six-month 
billings reliably reported as $13,- 
000,000—more than its predecessor 
billed during the first half of last 
year. 

* be * 

Straw in the wind: There are 
signs that desirable customers for 
steel are no longer tearing down 
warehouse walls trying to place 
orders. In fact, business from steel 
warehouses’ “best customers” has 
now reached a point where some 
price concessions are being made 
to pick up orders. That doesn’t 
mean that steel is to be had for the 
asking . . . high priorities are still 
required. 

* + * 

William Randolph Hearst recently 
celebrated his eightieth birthday, 
and received numerous congratula- 
tions from newspaper publishers, 
including some who have been in 
competition with him for half a 


century. Mr. Hearst, who was re- 
ported during the depression period 
to have given up control of his vast 
publishing enterprises, is still boss 
of the show, judging from the fact 
that key Hearst executives continue 
to make regular pilgrimages to 
Wyntoon, Cal., where he lives in a 
Bavarian castle not too far removed 
from the splendors of San Simeon. 
The latter is not being used at pres- 
ent for military reasons, because it 
is too close to the Pacific ocean. 

Mr. Hearst is still boss, but no 
one apparently knows his plans for 
the future. As far as his associates 
have been informed, no specific pro- 
gram for the handling of the vast 
and highly complicated Hearst pub- 
lishing empire has been set up 
against the day of his ultimate re- 
tirement. 

* * * 

When War Ration Book No. 4 
appears around Jan. 1, it will not 
only include single - denomination 
stamps from which grocers and meat 
dealers will make change with 
tokens, but it is also likely to in- 
clude half-rations of red stamps for 
children. The dividing age has not 
yet been determined. 

* * * ° 

Increasing use of mineral oil in 
salad dressings because of the 
shortage of edible fats and oils has 


attracted the attention of govern- 
ment food authorities and of the 
American Medical Association. The 
latter is reportedly preparing a 
statement against the general use of 
mineral oil as a food. Authorities 
point out that a number of vitamins 
are soluble in mineral oil and that 
the oil interferes with normal pro- 
cesses. 
* * * 

Don’t be too surprised if the 
Reader’s Digest series on FTC cita- 
tions of advertised products comes 
to an abrupt end. Although the 
cigaret story two months ago was 
heralded as the “first of a series,” 
and was followed by the current 
story on dentifrice advertising, there 
are indications that the publication 
may be changing its plans. 


Ascot in Dailies 

After an absence of several 
months from newspapers, advertis- 
ing of Ascot cigarets, product of 
Benson & Hedges (Canada), has 
been released to a list of western 
Canadian dailies and one Toronto 
newspaper. The Montreal office of 
Cockfield, Brown & Co. is in charge. 


Sponsors Football 

Consolidated Royal Chemical 
Company will sponsor a ten-week 
series of Big Ten and Notre Dame 
football games over WBBM, Chi- 
cago, beginning Sept. 25, on behalf 
of Krank’s shave cream and Zymole 
Trokeys. 
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OUTLINE OF LISTENING 


Te 1$-billion-dollar retail market dominated by the 
power (50,000 watts), the programs (NBC, plus the 
foremost local shows), and the popularity (based on 21 


Represented Nationally by 


NBC 


Spot Sales 


years of service) of WGY. 


Rogers of B&B 
Named Assistant 
OPA Genl. Mar. 


Washington, D.C., Aug. 12.—|power and WLB. If appointe, 
newly - appointed|Mr. Rogers’ place, he would /aye 
general manager of the tossed and/ general charge of OPC. Mr. \'it,. 
tattered OPA, brought in one of his| gerald, a Nieman Fellow from 
own business associates today in a|vard, was formerly director of the 
first step toward getting more cap-|WPB division of information. 
able peisons into key jobs and set- Despite a Congressional edict ‘hat 
ting up an OPA management that}OPA “fire” professors and other 
will make sense to the public. 
Mr. Bowles today named James making posts in price control, { ere 
G. Rogers, Benton & Bowles vice-| was no sign this week that any 
president and general manager, as/eral overhaul was in the offing On 
assistant general manager of OPA|/the contrary, Mr. Bowles, who has 
to assist in running the Washington | publicly declared that “most o! the 
A week ago he called 
Frank E. Marsh, 


Chester Bowles, 


formation chief was offered, 


Advertising Age, August 16. 143 


to accept a Navy commission. 
At OWI, no successor to 
Rogers was named immediately 
the likely choice appeared { 
Steven Fitzgerald, now a deputy qj- 
rector of the domestic branch | 
dling WPB, Labor, Interior, }\\an. 


non-business people from policy. 


.en- 


in| rest of the world has been too hard 


regional admin-|on college professors,” issued a no- 
istrator from San Francisco to serve|tice that there would be no fu 


as executive assistant for field op-|dismissals of officials in the higher 


rther 


salary brackets. He left open the 


In addition to the appointment of| possibility, however, of shifting 
Mr. Rogers today, Mr. Bowles also|them to non-policy-making jobs. 
named James F. King, a veteran Mr. Rogers has been with Benton 
newsman and government public] & Bowles almost continuously since 


relations specialist to fill the long-| graduating from Yale in 1931. From 
vacant OPA information post. 


Bowles Holds Reins 


The appointment of Mr. Rogers} president and general manager in 
indicated that OPA’s executive of-| 1938. 
fices would be firmly in the hands of Mr. King comes to OPA from the 
Mr. Bowles, who had come to Wash- | Department of Labor, where he was 
ington only after he had been prom-|special assistant to the Secretary. 
ised a free hand. No immediate ex-|In the newspaper world, he had 
planation for the choice of an in-|been with the Baltimore Sun, Balti- 
and| more Post, and for three years, was 
advertising men in the agency were|telegraph editor of the Washington 
described as surprised by the selec-| Daily News. From 1938 to 1941, 


1936 to. 1938 he was with Lord & 
Thomas as vice-president, but re- 
turned to Benton & Bowles as vice- 


he was assistant to the administra- 


Mr. Rogers, a “wonder boy” who/tor of the wages and hours division 


|became general manager of Benton|of the Department of Labor. In De- 
_& Bowles at 29, will report to OPA’s|cember, 1941, he was appointed ex- 
| headquarters in the Census building | ecutive officer, and helped set up the 


in Washington Monday. Actually he/| Office of Censorship. Later, he was 


|won’t have far to move, for he has| assistant to the administrator of the 


|been with OWI, 


| 


|made assistant 
'month ago. 


| 


almost directly|F HA, where he reorganized the in- 
in the Social| formation division before returning 
Security building since January. 
Mr. Rogers went with OWI origi- | Miss Perkins. 
‘nally as deputy director of the do- ———_____—- 
mestic branch, but with the de- 
|parture of William B. Lewis he was Grossman to Lefton 
director about a Louis Grossman, formerly with 
Less than 10 days ago| J. Walter Thompson Company, New 
he took over supervision of the Of-| York, has joined Al Paul Lefton 


to the Department of Labor to help 


fice of Program Coordination, a job | Company, Philadelphia, as art di- 


left open when Andrew Dudley left} rector. 


| © Coalifornia. 77% above National. 


Union-Tribune Publishing Co., San Diego, California 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc 
New York « Chicago « Cleveland « Denver e Seattle e Portiand « San Francisco « Los Ange *s 


FIGURES DON’T LIE... 


they just can’t catch up with 


SAN DIEGO 


The lag between gathering and publishing 
national statistics, plus San Diego's abil- 
ity to get frequent reliable data, from 
local government agencies indicates 
conclusively that salesmanagers ‘can add 
generously to currently published statistics. 


GET LATEST FACTS from our Nationa! 
Representatives or write direct. You can 
count on San Diego as the big city with 


an A-1 future! 


| Best “sold” with just one adver- 


tising buy --the San Diego Union 
and Tribune -Sun. 


POPULATION : 


Janvary Ist City (OPA Est.) 385,000 


ch Ist County (OPA Est.) 490,000 


Quality of market 31% better tho 
notional average. 


Effective buying income 13% abov> 


Future of San Diego---- 
----Only A-1 City above 375,00! 


a 
a 
oa 
ee 
, | Pe 
7 ail ae, | tior ee 
ee 
. _ 
ie Sh | 
- Sa. = | 
F. ‘ Con 
Be r & ‘ : | 
-- ™ 4055 —_ C4 | . \ _-~— 
iy On LAN (0 * | an 
CiR¢ Die j* cee 
a | a | 
om MOp a >. Pe 
| ay » AY. es 
A = ¥ 
A ae S WN 
| “xY Wey Deli aan \ é- . ee 
‘ “02s 4 ie Ltr bi ; 
oe 17, C as 3 ea 
* 5 = 5 Wey 2 = a a 7 
) ~~ a oe me: | __ 
= A w . a _—- ee ’ 
- " Sue “Bl i a | 
Bis TAp ° =m , i a 
/~ Y, N (an il ” 
Zz - y, a Fae ee x | ; 4 et - | ‘ 
* __ aie Pes ee ; 
4 A prosperous portion of the Hudson Circle. | ii 4 A N ) | t G 0 U N | 0 N 
| 7 : 
4 eee a TD - SUN 
on i). is GENERAL ‘ji ELECTRIC oe IBUNE-S 
| 


| Har. 
OI the 


*t that 
her 
C icy- 
. there 
Y gen- 
£. On 
10 has 
Ol the 
9 Nard 
a no- 
urther 
higher 
bn the 
hifting 
dbs, 


Benton 
y since 
, From 
Ord & 
ut re- 
S vice- 
ger in 


we OCH guy 


om the ie \ 

he was Oy =e an 
retary. { Bs, Mee : ‘ ‘a ’ bo ¢ 3 “a 

ie had i. DS i y Sle _ =z 
- Balti- —— is ee at, « . 2 
rs, was 
Lington 
» 1941, 
nistra- 
livision 
In De- 
ed ex- 
up the 
he was 
of the 
the in- 
‘urning 
to help 


shing 
abil- 
“= THEY WERE SICK 
| add 
ional 
= OF DISTORTION 
ver- 
nion 
More and more people wanted news meaning. They were tired of ‘angles’ that add color, 
00 subtract objectivity. They wanted opinions signed by responsible authorities. They 
. wanted previews of the future. And today they especially want on-the-spot news | 
thon 
direct from the fighting fronts...by top war correspondents like Lardner, bi wy) 

ve | : ewsweek 

Newman, Boddie, Mueller. These were the things the people wanted. And Pdi at 
00 they are the things Newsweek gives them. With all these services, at a time of 


such vital need, Newsweek was bound to succeed! Circulation up 74% 


in five years! More than half a million readers! And a jump in advertising 


revenue —among general magazines— from twenty-second to fifth place! 


Spectacular? Yes. But also inevitable. 


A WELL-INFORMED PUBLIC !S$& AMERICA’S GREATEST SECURITY 
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FIRST iN NUMBER OF CLASSIFIED 


FIRST im rorat apverTisinc ADVERTISEMENTS 


FIRST iw GENERAL ADVERTISING 


FIRST in BEER ADVERTISING 


FIRST in Book PuBLisHERs 


FIRST in BANKS AND TRUST ADVERTISING 


COMPANIES ADVERTISING 


a 6 


RST in vary prooucts 
DVERTISING 


FIRST im saxina Prooucts 
ADVERTISING 


DRUGS 


O° Joo’? 


77 6 


FIRST im DISINFECTANTS AND 
EXTERMINATORS ADVERTISING 


FIRST in oruG store apvertisina & FIRST in EoucATIONAL ADVERTISING | 
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~ ae 


FIRST im HEATING AND PLUMBING 
ADVERTISING 


FIRST im seweLRy store 
ADVERTISING 


FIRST im HousiING EQUIPMENT AND 
SUPPLIES ADVERTISING 


FIRST im WEATERS AND stoves 
ADVERTISING 


FIRST in NEW PASSENGER cA”: 
ADVERTISING 


] 
FIRST im MISCELLANEOUS TOILET 
REQUISITES ADVERTISING 


FIRST im misceLtancous Housinc 9 FIRST im MISCELLAKEOUS ToBacco 
EQUIPMENT AND SUPPLIES ADVERTISING 


FIRST im MiscELLANeous Gro- 
CERIES ADVERTISING 


FIRST in MISCELLANEOUS AuTOMO- 
TIVE ADVERTISING 


v 
FIRST im staTionery store FIRST im Tires ano Tues FIRST in rosacco apverTisinc FIRST im Tome Goons ano FIRST im TomeT requisites FIRST im TOILET SOAPS aDvERTIS:*¢ 


ADVERTISING ADVERTISING BEAUTY SHOP ADVERTISING ADVERTISING 


In Philadelphia-- 


Source: Media Records, Ist 6 months 1943 
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FIRST in auTOMaTic REFRIGERA. 
TION ADVERTISING 
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FIRST im CEREALS AND BREAKFAST 
FOODS ADVERTISING 


FIRST im auioinc wan AND 


seunmeauegn saaneeaen FIRST im sus LINES ADVERTISING 


that mMe€ssage in 
of Philadelphia 


Bulletin is th 
Philade Iphia 
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FIRST im FURNITURE AND HOUSE- 
HOLD ADVERTISING 


FIRST in FuRNiTURE AND FURNISH. 


FIRST im ELECTRICAL APPLIANCES 
AND SUPPLIES ADVERTISING 


INGS ADVERTISIAG 


FIRST in GasoLines ano o1s 


ADVERTISING FIRST im Groceries ADVERTISING 


FIRST im LAUNDRY SOAPS AND FIRST in MEATS, FISH AND POULTRY 


CLEANSERS ADVERTISING 


FIRST IN MEN'S AND WOMEN'S 
SHOES ADVERTISING 
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FIRST 1m PERFUMES AND COSMETICS F FipcT iy puss ications ADVERTISING 


RST in Groce 


FIRST im miscetcancous 


ADVERTISING 
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FIRST im roTaL DEPARTMENT 
STORE ADVERTISING 


FIRST in TOTAL BOOTS AND SHOES 


FIRST im ToTat automotive 
' ADVERTISING 


we || ~~ 


FIRST in useo PASSENGER CARS 
ADVERTISING 


FIRST im WEARING APPAREL 
ADVERTISING 


nearly everybody reads The Bulletin 
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FIRST im meat ESTATE ADVERTISING 
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FIRST in WOMEN'S SHOES 
ADVERTISING 


H.... is a graphic display of The Evening p ; 
Bulletin advertising leadership among daily newspapers in nh 
Philadelphia. The Bulletin jz first in total advertising, ve | 
&enera] advertising, retai] advertising, number of clas- af 
sified advertisemen ts, and in every other Classifica tion | 
Wlustrated on these Pages, a | 
To summarize the Significance of this Picture to adver- yer 
tisers— it means that Philadelphians find in The Bulletin ha 
more advertising MESSages Pertinent to their daily lives than a 
in any other daily newspaper. It means that they have a as 
long-time habit of reading the advertising in this newspaper = 2 
Whose news columns and editorial features have held their + 
interest and Confidence for SO many years, It means that if — 
you have a message about your products, Policies, or p] - : 
the people of Philadelphia expect to see ” 2 
The Evening Bulletin, the No. 1 Newspaper 
for 38 Consecutive years, ” 
More and more advertisers are regularly Pursuing this fs : 
Policy: 4 rough advertising Job in The Evening } 
e first requisite to a thorough Job in the 
ark ef. * Circulation over 600,000 
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Civilian Claimant Agencies 


"You'll have to ask the man who owns one. 
demonstrate." 


A SLOGAN SAVES THE DAY 


—Swuper Service Station 


We haven't even got one to 


Where Does This Stop? 

“You know, Pembroke,” said Ad- 
man Francis Clarence Chester 
Colby to his friend, Pembroke 
| Poindexter, as the two settled down 
to the half-hour elevator ride to the 


Ad-libbing 


know. Get back to that overstuffed 
| office of yours and don’t take your 
‘custom-made boots off the top of 
‘that genuwine thirteenth century 
Tibetan writing desk until you get 
'an idea at least as good as this.’” 


Donald M. Nelson, head of the War; whether it be in the industrial, | dining room at the Yale Club, “our | 


Production Board, has insisted for | domestic or institutional field. 
many months that stronger claim-| Furthermore, the Smaller 
ant agencies representing civilian | Plants Corporation, headed by Gen. 
needs should be working in Wash-/| Robert W. Johnson, has announced 
ington. His point of view has been | that instead of devoting itself to 
that military needs will necessarily | obtaining war contracts for small 
be strongly urged, and that while | manufacturers, it will plan instead 
they come first, they should be ad-| to make their facilities available for 
justed to the essential requirements | the production of needed civilian 
of the civilian population. Obvi- | goods. This ties in with the pro- 
ously, he has pointed out, success| gram of OCR, which is making con- 
in the military field depends pan rm surveys to determine where 
the strong and growing support of| severe shortages exist and what 
a healthy civilian economy. additional production of civilian 
Now the civilian point of view | supplies is needed. 

has acquired two vigorous official | 
advocates. 
Requirements in WPB, headed by| that the end of the war may be 
Arthur D. Whiteside, is setting up | much closer than had previously 
a definite policy of maintaining the | been thought are emphasizing both 
home front in the best possible con-/| the desirability of expanding pro- 
dition consistent with military re-| duction for domestic use and taking 
quirements, and emphasis has been | advantage of any reduction in war 
laid on the fact that WPB has/|requirements to provide greater 
abandoned the idea that civilian| facilities for augmenting civilian 
needs be placed on a “bedrock”! supplies. No sudden or violent 
basis. In fact, while it is unlikely| change in this situation can be 
that there will be any great imme-| anticipated, but it is fair to assume 
diate expansion of the manufacture| that with stronger pressure from 
of goods which have been restricted | claimant agencies representing 
or eliminated as part of the war'| civilian consumption, a gradual eas- 
program, more materials and man-| ing of restrictions will be noted. 
power will be made available for All of this is obviously contin- 
the production of all essentials, plus| gent upon what happens on the 
the use of critical materials for | fighting fronts, but the trend is cer- 
repairs, replacements and mainte-| tainly in the direction of expansion 
nance of our civilian equipment,! of production for home use. 


- How’s Your Good Will? 


Good will, as P. K. Wrigley, head|in dealers’ hands would indicate. 
of the Wm. Wrigley Jr. Company,| When goods are in short supply, the 
sees it, is the disposition of the| merchant usually keeps them under 
consumer td purchase one brandj|instead of on the counter “Off 
when a number of similar com-| brands,” which usually do not get 
modities are available. And be-| the spotlight of counter display, are 
cause that is the factor which! shown instead, with standard brands 
makes volume sales possible, Wrig- | presented only on specific request. 
ley advertising is being maintained Thus it becomes more important 
as the best means of insuring reten- than ever for advertising to do 


tion of that vital element of busi- more of the basic job of keeping | 


ness success. consumers reminded of and familiar 
Thus the fine wartime service| with the famous packages which 
advertising to which the Wrigley/| are no longer regularly seen on the 
program is now devoted contains | display counters of the retail stores. 
illustrations of its famous brands,| Wrigley advertising is doing that 
not to promote immediate sales,| job, and doing it in a way which is 
since the supply is less than the! winning the approval of the public 
demand, but to keep conmsumers| because of the national 
who may not have an opportunity | which it is performing. 
to buy reminded of the Wrigley Manufacturers 
product in a helpful and acceptable | no longer available or are in such 
way. |short supply that 


service 


dealer displays 


This is aN the more important are not an important factor in hold-| 


because dealer displays, usually the ing consumer good will might well 
greatest single factor in maintain- ponder the Wrigley policies and the 
ing consumer familiarity with/| principles which they suggest for 
branded products, are less a factor | any business dependent on the con- 
today than even the reduced stocks| tinued good will of the public. 


War | 


Successful progress on the mili-| 
The Office of Civilian| tary fronts and a general feeling 


whose goods are} 


chosen profession is beginning to 
nauseate me. I’m not sure I can 
| stand it much longer.” 

Pembroke Poindexter, clinging 
carefully to the wall of the erratic- 
ally moving car, raised his slightly- 
green countenance. “I know what 
you mean, F. C., but you'll feel 
better when we get out of this 
squirrel cage,” he said. 

“I’m not talking about this ver- 
tical jeep we’re riding in, Pem- 
broke,” Adman F, C. C. Colby said 
impatiently. “I’m referring to the 
advertising business.” 

“And what’s wrong with that, 
F. C.? Aren’t our billings making 
the ‘good old days’ look as unat- 


men in the Kreml ads?” 


but man cannot live by bread alone. 
One must uphold one’s ideals and 
one’s raison d’etre, if you follow 


in fact, it has gone stark, staring 
mad. It’s all beginning to sound 


Wonderland, written after imbibing 


steamed clams.” 

“You interest me, F. C.,” quoth 
Poindexter, more or less sagely. 
“Give out a little more factual ma- 
terial.” 

“All right, Pembroke. Hm, we're 
almost to the tenth floor. Well, as 
I was saying, I stood up all right 
under the barrage of advertising 
that begged people not to buy our 
clients’ products, or not to buy any- 
thing; it didn’t turn a hair on my 
|/head when our concrete-craniumed 
iclients insisted on spending their 


|money telling people to buy war | 


| bonds, or not to whisper, or to save 
|bacon drippings; and I even man- 
aged to get through that recent hor- 
rible week when both Mr. Pegler 
and Mr. Phillips took it upon them- 


the tribulations of advertising men. 
“But this morning Old Man 


more than a tenth of a cent a bottle 
advertising that miraculous remedy 
of his, got me on the phone and 
yelled like a struck pig. 


“*Get over here quick,’ he 
|snarled. ‘I want to show you some- 
thing.’ 

“So I hotfooted it over to the old | 
|concrete crusher’s den, and he 
|pulled out this ad and stuck it 


under my nose. 
ever get ideas 


‘Why don’t you 
like this?’ he in- 


quired, in his best saw-mill voice. | 
kinds of | 


‘Here I am paying all 
money to hire what you tell me are 
the best advertising brains in the 
world, in order to help Uncle 
|Samuel sell some bonds, and a guy 
running a couple of hotels — and 
west of the Hudson at that—turns 
up with copy like this! Why it 
|makes our stuff look almost as mo- 
|ronic as some account executives 1 


tractive as the Kreml-less gentle-| 
“Of course they are, Pembroke, 
me. And advertising isn’t doing it; | 


like an added chapter to Alice in| 


six zombies and a washtub full of | 


selves to devote their columns to/| 


Hardegg, who never would spend | 


| 


' 


| 
! 


We Guarantee You 1 Full 
Year's Interest in 24 Hours 


The first quest to leave $75.00 cash and ap- 
plication for one $100.00 Bond during any 
day after 7 a. m. will receive # room free 


Adman Colby sighed, as he relived 
| the exasperating scene. 

“So what?” queried Poindexter. 

“So this: That almost - human 
monolith isn’t satisfied to merely 
urge the public to buy war stamps 
j}any more. We've got to do some- 
thing to induce action. We've got 
|to give away a minimum of at least 


buy war bonds. We've got to cook 
up a deal with druggists to reward 
bond and stamp buyers. In fact, 
when I left old Hardegg was mut- 
tering something about selling his 
Marvelous Mixture on a combina- 
tion deal exclusively —one bottle 
and a 25-cent stamp for 24 cents! 
And advertisers are supposed to be 
the lads who can arrange the trans- 
fer of a dime from the public’s 
pocket to their own faster than you 
can say 15%! Pembroke, it’s re- 
volting!” 

Poindexter glanced lazily at the 
|door of the 12th floor, apparently 
permanently affixed to the car in 
which they were standing. “I see 
what you mean, F. C.,” he said 
judiciously. “You know, I think we 
ought to give the situation a going- 
over at our plan board meeting to- 
morrow.” 


Jottings 

The newspapers last week re- 
ported the case of two Staten Island 
hermits who fell afoul of the FBI 
because they had not registered for 
the draft. In fact, they had not 
been aware that a war was being 
fought, although one of them did 
mention that they suspected “some- 
thing was up” because they had so 
much difficulty finding a pane of 
glass to replace a broken window. 
But, of course, they’re crazy... 

Scaroon Manor, in the Adiron- 
| dacks, is finding it difficult to supply 
we female guests with male com- 
| 


panionship, one might infer from a 

| recent advertisement in New York 
| Papers stressing the fact that “single 
|men in uniform” are being given a 
20% discount... 


where 99% of the retail dollars are 


one million bottles to people who} 


war industries, per capita income, 


Advertising Age, August 16. 1943 


Information 
for 
Advertisers 


The following documents ma) be 
secured without charge from ¢om- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa! 
advertiser or advertising agéncy 
executive writing on his business 
leterhead. 


No. 2215. An Editorial. 


In this new booklet, the Chig 
State Journal, Columbus, O., repro- 
duces an editorial headed “Good 
Will Advertising,” which discusses 
the job industry is doing through 
institutional, or “for the record” 
advertising to make the public 
aware of its war job and to keep 
alive peacetime trade names. The 
pages which follow are devoted to 
numerous examples of institutional 
advertisements which have ap- 
peared in the Journal. 


No. 2216. Arizona Network Cover- 


age Map. 
The Arizona Network (KOY, 
Phoenix, KTUC, Tucson, KSUN, 


Bisbee - Lowell) has issued this 
folder containing a coverage map 
based on field strength measure- 
ments, with principal market facts 
shown county by county. Under 
the network’s cover, the folder 
points out, is the part of the state 


spent, 95% of the people live and 
98% of the radio homes are located. 


No. 2202. 
racy. 
The Oklahoma Publishing Com- 
pany has issued this reprint of a 
series which appeared in the Daily 
Oklahoman, Oklahoma City, as in- 
dicative of the type of material 
originated by Oklahoman and Times 
staff members. 


Sicily, Greece, Democ- 


No. 2203. M-Day for W-Power. 


Every day is M-Day for woman- 
power, says this brochure, issued by 
Ladies’ Home Journal, pointing out 
that whatever emergency arises 
must be put up to the nation’s 
women for carrying through. The 
pages of the brochure show how 
the Journal has presented wartime 
issues to enlist women, and the suc- 
cess of the promotions. 


No. 2174. Results. 

Station WLS, Chicago, has issued 
this folder, which tells success 
stories of several typical WLS ad- 
vertisers, giving analyses of mail 
response to programs broadcast at 
various hours. 


No. 2184. Postwar Housing Survey. 

What price range, what kind of 
house, and what about prefabrica- 
tion are some of the questions 
answered in this report of a survey 
made by Parents’ Magazine among 
architects, builders, contractors and 
building supply dealers. 


No. 2206. New Circulation avd 
Market Data. 


The Los Angeles Times has 5- 
sued this folder containing new 
market information on the Los An- 
geles area, including population 
creases, the number of women '1 


department store sales and ot) 
details. Circulation of Los Ange °5 
newspapers is compared with t! * 
of 1942. 


No. 2136. 199 Waysto SellCreat ° 
Printing in Wartime. 
Many old customers are out of ' © 
market for the duration, Oxfo 4 
Paper Company points out in t 5 
brochure, and lists numerous s! 
gestions for finding new print ¢ 
business to replace the old. 


No. 2209. What More Can We | 


Screen Broadcasts has issued t 5 
folder, which describes one of ‘ © 
series of theater campaigns it  * 
distributing in cooperation w 
such government agencies as OC 
OPA, Public Health, etc., and wh)! 
are available for national, section®! 
or local sponsorship. 
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“Me Change the Baby?” 


lr the baby’s mother can learn to rivet steel pants on a bomber, 
then old Uncle Gamaliel can change his bachelor ways and learn 
to pin square pants on the baby... or even read the comics to 


four-year-old Junior. 
Change, you see, is the order of the day. 


And if you, like Uncle Gamaliel, have thought that “the 
comics” were undignified—no place to present a sales-winning 
story about advertised products—just make a poll of our millions 
of fighting men. Most of these men come from homes where 
the entire family finds in “the comics” their Gilbert and Sullivan 
—their Joseph Conrad—their Stephen Leacock. 


The characters in Puck-The Comic Weekly are their friends, 
their intimates, their entertainers. These men and their home folks 
find the life of “Blondie” a hilarious mirror. “Tillie the Toiler’, 
with an eye for smartness in dress, has set many a style. “ Believe- 
it-or-not” Ripley presents strange instructive facts about the world 
we live in. Skippy is as dignified as Mark Twain’s Tom Sawyer 
and Huckleberry Finn—Puck is vivid, colorful, exciting. 


Puck-The Comic Weekly is primarily an entertainment medium 
designed to do a MAJOR advertising job. For example: 


1... Over 80% of all adults read the Comics. Three national 


weeklies deliver 293 adult readers per dollar invested in half-page | 


or larger space, but Puck-The Comic Weekly delivers 717 adult 


readers per dollar invested in an average advertisement. 


2...Visibility and readership are tops because Puck accepts 
only a limited number of advertisements per issue. Space in Puck 
is a valuable franchise. 


3...A leading national advertiser whose market is masculine, 
ran two test advertisements in Puck and in the four leading weekly 
magazines. Puck pulled more coupons than these four weekly 
magazines combined! In the last three years this advertiser has run 
at least one color advertisement every month in Puck. 


Distributed to more than 6,250,000 families through 15 great 
Sunday newspapers from coast to coast, Puck-The Comic Weekly 
is read by over 20,000,000 people—men, women and children— 
and blankets the great industrial areas, the most prosperous mar- 


kets in the U.S.A. 


To gain a real understanding of Puck’s essential power and 
dignity, top executives—president, sales manager, and advertising 
manager, together with key men in the advertising agency—should 
see and carefully consider Puck’s analysis of “Your Customers of 
Tomorrow.” Puck-The Comic Weekly, 959 Eighth Avenue, New 
York— Hearst Building, Chicago. 
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Hudson Adds Duties; 
Utah Starts Campaign 


R. L. Hudson, vice-president, 
Utah Radio Products Company, 
Chicago, has assumed advertising 
direction of the company in addi- 
tion to his other duties. Before 
joining the company Mr. Hudson 
was vice-president of Mitchell- 
Faust Advertising Company, Chi- 
cago. 

Utah will launch a magazine 
ee. using color pages, in the 
fall. 


Stead to Color Print 


Jay Stead, formerly contact rep- 
resentative with Cream City Out- 
door Advertising Company, Mil- 
waukee, has joined the sales staff of 
Color Print, Milwaukee. 


Nation Buying 
Soap in Excess 
of Production 


Many Stores 
Limiting Customers 
to Three Bars Each 


New York, Aug. 10.—New York 
retailers reported scattered short- 
ages of soap last week as the War 
Food Administration in Washing- 
ton disclosed that the nation is buy- 
ing 10% more soap than is being 


made for civilian use. Purchases 
have been running at the rate of 
1,832,000,000 pounds a year, or 90% 
of the 1940-41 average use, it was 
said. Manufacturers are limited to 
80% of the 1940-41 average amounts 
of fats and oils for raw materials. 

Both the WFA and the industry 
attributed the local shortages to 
“runs” and “hoarding” and dis- 
counted the possibility of rationing. 
Where neighborhood stores ran out 
of soap, housewives were advised 
there would be new supplies in a 
few days. 

An official of one of the largest 
soap manufacturing companies said 
the industry had been harassed in 
recent months by local shortages in 
various parts of the country and 
that it had adopted a policy of di- 
verting soap to areas where “runs” 
had occurred. Last year house- 


‘wives in several large eastern cities 


cleaned soap off store shelves whening bar soap to three bars . 


rumors of soap rationing became 
widespread (AA, July 12). 


Supplies Allocated 


Officials of the industry said that 
all companies were allocating sup- 
plies on the basis of past sales. It 
was admitted, however, that con- 
tinuation of the present 20% cur- 
tailment in civilian supplies under 
the 1940-’41 base-period level will 
eventually create a general short- 
age. 

The New York State Retail Food 
Merchants Association said that the 
shortage was more severe in soap 
powders than in bar soap. Smaller 
stores were said to be worse hit 
than large ones. In nearby New 
Jersey areas, however, soap pow- 
ders were scarce, and many stores, 
including chain stores, were limit- 
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\ABOR-JOB SAFETY 


For Greater Community Security 
Sponsor a War Effort Film Campaign! 


Like the town hall of yesterday—the motion-picture 
theatre of today is the meeting place for HOME- 
FRONT ACTION and COMMUNITY SECURITY. On 
theatre screens—before today’s capacity audiences 


—your war advertising 


message will vigorously 


bolster the home front when it sponsors any one of 
these government-approved War Effort Films. A 
maximum of concentrated attention to your mes- 
sage is assured in theatres you designate in exact 
communities you wish to cover—nationally, sec- 


tionally or locally. 


Each film presents a concise, war-important story in 
less-than-a-minute playlet form. Your sponsorship 
of the campaign of your choice will build substan- 
tial community good will for your business while 


MOTION PICTURE ADVERTISING SERVICE CO., INC., NEW ORLEANS, LOUISIANA 


ce 


helping to win the war. 


26 different subjects are 


included in each campaign—one to be shown every 
other week. with screening guaranteed at every 
performance during the week. 


Your identification as sponsor is strongly empha- 
sized—the audience sees your name and hears your 
message at the end of each film. The cost is sur- 
prisingly low—easily included in your present 
budget—since there is no production cost to the 
sponsor and low distribution rates cover everything. 


Ask SCREEN BROADCASTS for complete in- 
formation as to how your war advertising 
can bolster the home front and build future 
security for your business. 


'*"THE NATIONAL—NETWORK OF THEATRE COMMUNICATION" 


Distributors in Southern, Atlantic and New England States 


UNITED FILM SERVICE, INC. KANSAS CITY, MISSOURI 
Distributors in Northern, Mid-Western and Western States | 


SCREEN BROADCASTS 


923 15TH-STREET, N. W. 


es WASHINGTON, D. C. 
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brand to a customer. 

The industry said soap pow:, 
were more difficult to keep in ; 
than bar soap because of the 
crease in home laundering res); 
from the shortage of labor in ¢ - 
mercial laundries. 

Meat and lard processors in (hj. 
cago predicted that unusually h: ivy 
lard stocks now in warehouses \jj) 
soon result in more soap for c'vjj. 
ians. Soap consumption has beep 
at the rate of 14 pounds a year per 
person instead of the 12 pounds 
necessary to balance demand against 
production without depleting inven. 
tories. 

A big outlet for lard over recent 
months has been the War Food Aq. 
ministration, which had requireg 
that 50% of total production be set 
aside for government use. But iast 
week the WFA suspended that re. 
quirement, and sharply reduced 
possible outlets. 

As a result, trade observers said, 
meat processors are less likely to 
turn animal fats into lard—instead, 
they will search for buyers of ani- 
mal fats, and among the large in- 
justrial users of such fats are the 
soap manufacturers. 


Michigan Starts 
Liquor Rationing 
System Aug. 19 


Lansing, Mich., Aug. 11.— Mich- 
igan next week will join the group 
of “monopoly” states now rationing 


liquor, with a formal system which 
| will limit consumers to approxi- 
| mately one quart a month. 
| The system will go into effect 
| Aug. 19, when the first coupon of a 
| ration card becomes valid. Consum- 
ers may use the coupon any time 
until Sept. 19.in purchasing liquor 
from a state-controlled liquor store 
or specially designated distributor. 
Holders pay a 25-cent fee for their 
ration card, and may make but one 
purchase a month, officials said. 
Purchasers may elect to buy a 
quart of whisky or other distilled 
spirits, a pint of liquor and a quart 
of wine, or two quarts of wine. 
More than a million and a half ra- 
tion cards have already been issued 
to holders. 


Grade Labeling 
Testimony Reviewed 


A detailed review of the hearings 
and actions of Congress on the sub- 
ject of grade labeling has just been 
issued by the American Standards 
Association, New York, in a book- 
let, “Congress Acts in Controversy 
Over Standards and Labeling.” 

The action by which OPA was 
denied authority to require grade 
labeling of any commodity, by 
means of a rider to the Commodity 
Credit Appropriation Act, is also re- 
viewed. 


Standard Accident 
Issues Service Paper 


Standard Accident Insurance 
Company, Detroit, has begun pub- 
lication of “News from Standard,” 
ja 4-page, 5% x 8%-inch bulletin 
for employes in the armed s€rvices. 

The publication is sent to al! 
present employes as well as to those 
in the armed services. 


'  They’re Young 
| Dublished by GIRL SCOUTS 
| § #95 B. 44th Se., New York 


Member of 
THE YOUTH GROUP 
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“We'll go places!” 


“y™ a student of chemical engineering, and with 
* this new accelerated course, I have to work like 


a beaver. 


“I’m plenty bushed these days when I finish 
» udying, and I guess a big reason why I always 
t ad LIFE is that it gives me a fascinating picture 


o' the whole world—never lets me doze off. 


“Of course our college town is only a small part 
© this country, so I like the way LIFE shows me 
iat’s going on in the farms out West, in the poor 


‘tions of the big cities, and everywhere else. 


“Once in a while I don’t like a story. Probably 
n selfish in my interests, but, for instance, it 
ems silly to me when the world is blowing up to 


put out a little article on how dickey birds make 


their nests. 


“However, to suit me I guess you’d have to turn 
LIFE into a political and military manual. So don’t 


let me discourage you. 


“But, whatever you do, keep up those straight, 
hard-hitting editorials. If you can get a big section 
of the American public to think like that, we'll 


go places!” 


Keeping Americans Informed 


There may be ten or a thousand different reasons 
that prompt 23 million people to buy or borrow 
their way into LIFE’s pages each week. 


But chances are there is complete agreement that 


one of LIFE’s most interesting and useful functions 
is keeping Americans informed about what their 


near and distant neighbors are doing. 


On all topics from gay parties to the progress of 
science and the problems of the home front, readers 
seem to find LIFE the most pleasing and compre- 


hensive means of seeing life, seeing the world. 
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New Book on Canning 


To help American homemakers Postwar Plan to 


win the food front battle, the 
Woman’s Home Companion, in col- 
laboration with Pocket Books, Inc., 
has prepared a complete handbook 
on canning titled “The Pocket Book 
of Home Canning.” Written by 
Elizabeth Beveridge, the Com- 
panion’s home economics editor and 
canning expert, the book is illus- 
trated and contains more than 150 
different recipes all of which have 


been pre-tested in the Companion’s 


Home Service Center kitchens. 


Aid Retailers 
Drawn by NRDGA 


Nine-Point Program 
Involves Use of 
Local Forecasts 


BOOKLET MAILED TO — 
PRECUTIVES ON REQUEST 


3 
WILLIAM BALSAM 
Mdvertisin 


540 NMECHICAN CHICAGO - ees 7819 


New York, Aug. 12.—A planning 
program which will enable retail- 
ers to know what the coming of 
peace will mean to their communi- 
ties and aid them in taking decisive 
steps to maintain an expanding 
economy has just been completed 
by the committee on postwar plan- 
ning of the National Retail Dry 
Goods Association. 
| The plan has nine points upon 
which local forecasts can be made, 
and is signed by Saul Cohn, chair- 
man of the committee and head of 


the City Stores Company, Edward 
N. Allen, president of NRDGA, and 
Lew Hahn, general manager.: 

The local forecast or survey has 
four objectives: It should give the 
retailer a fairly accurate picture of 
the postwar potentialities of his 
city and his own store, it should cre- 
ate a sound basis for the legitimate 
stimulation of his local industries, 
it would be the starting point for 
cooperative effort in building pay- 
rolls, it could be used as a means 
for informing the public of the out- 
look for employment and prosperity. 


Suggests Procedure 


Following the preliminary step of’ 
calling a conference of the most pro- 
gressive retailers in the community 
to act on the torecast plan, the fol- 
lowing nine-point procedure was 
suggested: 

1. Form a small steering commit- 
tee of men and women who will 
take keen interest in what is to be 
done. 

2. If there is a chamber of com- 
merce in the community, Rut the 
matter up to the chamber and ask 
for the cooperation of its officers 


and members. 


3. A larger committee represent- 
ing all business and professional 
interests should then be formed. 

4. The larger committee should 
decide whether the survey can be 
conducted by the use of personnel 
and facilities currently existing, or 
if a special staff should be created 
for the purpose. 

5. The local newspapers should 
be drawn into this activity. 

6. In each line of business and 
each professional group a small spe- 
cial commiitee should be formed 
paralleling the retail committee, so 
that there will be in each important 
group a nucleus of “self-starters” to 
insure the maintenance of the 
necessary interest and enthusiasm. 

7. When the necessary data have 
been secured, they should be care- 
fully analyzed and interpreted, and 
the results made known to the spe- 
cial committees of each line of busi- 
ness and the professions. 

8. On the basis of what the sur- 
vey reveals, plans should be made 
for the development and improve- 
ment of the community. 

9. Such further committees or 
agencies as may be necessary should 


the 


THE GOODWILL STATION 


We stacked 


Dit 


against 


When Washington called urgently for the planting 
of additional acres, WJR farm editor Duncan Moore 
went into action. Working in conjunction with the 
Department of Agriculture and the War Depart- 
ment, the idea of a special Army motorcade was 
conceived. This mobile war show, on the road in 
a ten-day tour of sixteen counties, sold farmers on 


necessity of increased production. 


Throughout Michigan farmlands, farmers gazed 
for the first time at jeeps, tanks and scout cars. . . 
met wounded Guadalcanal heroes . . . 
heard the appeals to plant more beans 
. signed pledge cards with 


and beets . . 
patriotic pride. 


Today, the fields of Michigan are green 
with growing beans and beets . . . the 
hundreds of thousands of extra acres 
that were pledged in those ten days when 
the cards were stacked against Hitler. 


BASIC STATION...COLUMBIA BROADCASTING SYSTEM 
G. A. Richards, President . . . Leo J. Fitzpatrick, Vice President and Gen. Mgr. 


the cards 
Hitler 


Beans and beets are vital to fighting men. Michigan 
grows both. Packs them in the famed “*C’’ and *‘K"’ 
canned rations. 
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Edword Petry & Company, inc., 
Nationo!l Representative 


Advertising Age, August 16. \943 


then be created to carry 0: th, 
work, cooperating for com) nity 
improvement in the postwar periog 


Should Provide Answer. 


Major questions to which th 
vey should produce answers in. \yde. 
What proportion of your loc.| jp. 
dustry is now devoted to war : er,» 
How many _ new plants have bee, 
built since Jan. 1, 1940? How nye, 
have previously existing plant: bee, 
enlarged since that date? How many 
plants which were idle prior t. Jay, 
1, 1940, are now in operation? Wha; 
is the total wartime employment 9 
all industrial plants? What was the 
total industrial employmen: 
1938? What were the principal jp. 
dustries of the community prior ty 
Jan. 1, 1940? What is the outloo, 
for the resumption of such indys. 
tries after the war? 

Other questions centered on the 
number of employes available, the 
attitude of newly-attracted work. 
ers, the local housing situation, the 
savings of the general working 
population, the amount of postwa; 
work which may be entailed by 
plans for changes or improvements 
by industrial and business concerns 
possible municipal improvements 
quick effectuation of conversign 
plans, and the return to payrolls oj 
men discharged from the armed 
forces. 

Mr. Cohn, in presenting the com. 
mittee’s plan, pointed out that re. 
tailers should not be content t 
regard themselves as mere innocent 
bystanders who can only wait and 
adjust themselves to any new con. 
ditions which may be created. 


Paper Salvage Drive 
Extended to More States 


Announcement that WPB’s waste 
paper salvage campaign is to be ex- 
tended to all states east of the Mis- 
sissippi and to _ several _ states 
beyond, last week indicated the 
possibility that current advertising 
of the Waste Paper Consuming In- 
dustries of America may shortly be 
extended. 

Currently the association, with 
headquarters in Chicago, is spon- 
soring advertising in Kansas City, 
St. Paul, Pittsburgh, Cleveland, To- 
ledo, Akron, Detroit, Chicago, Cin- 
cinnati, Minneapolis, Columbus, In- 
dianapolis and Milwaukee. 


Highest 


Average Hourly 
Industrial Wage 


The Washington Stafe De- 
partment of Labor and 
Industries shows: Tacoma 
and Pierce County with an 
hourly industriat wage high- 
er than either:of the state's 
other metropolitan markets. 
Here are the county figures 
for the first 4 months of 
1943; 2° 

Pierce {Tacoma) ....$1.236 
King. (Seattle) ..... 1.183 


Spokane (Spokane). 1.016 


Tacoma 
Washington 


Lorenzen G Thompson. !» 
National Representatives 
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Hi. is young enough to like a fight, get 
a kick out of a uniform. He studies nights, 
goes to a cram school to pass stiff civil service 
exams; waits months or years for a vacancy. 

He lives by a soldier’s discipline, night 
shifts, on-call emergencies. Reprimanded by 
authority, bawled out by irate citizens, pushed 
around by politicians . . . he keeps his mouth 
shut, studies for the next grade, lasts out the 
long years to possible promotion. 

On an average of fifty dollars a week, he 
pays for his uniforms, supports a family, some- 
times buys a small house. Uninsurable because 
of his occupation, he contributes to the police 
pension fund which provides some security 


for his old age, some resource for his family if 


death comes early . . . some peace of mind for 
himself on his rounds. 

Behind a clear conscience and a clean 
shield, he dares dark streets at night, takes 
chances with closed doors and mobster guns, 
acts as the living force of law. More than any- 
thing else we know, the cop on the home beat 
represents our degree of civilization, makes 
freedom a fact .. . And as such, gets mighty 


little concern from most of us. 


| February, an Inquirer staff man 
met a friend, in City Hall . . . a white haired 
police sergeant called down to testify before 
the Council as to the current needs of the Police 
Pension Fund. Thus the story came out... 

Each year, the police force had to petition 
the City Council for funds to keep the Police 
Pension Fund functioning. And each year, out 
of the goodness of its heart, the Council came 
across. This arrangement gave the council a 


certain measure of influence in police ef 


Re. 
~ 
é 


dependence, had become unbearable. 


affairs. The men on the force felt 
that the quid pro quo, the return 
favors expected, and their degree of 


In January 1943, Philadelphia policemen 
appealed to the State Legislature for some 
permanent provision for their Pension Fund. 
A bill was introduced which proposed a levy 
of 2% on the casualty insurance written in 
the state by outside companies. The bill was 
stalled in committee while the solons queried 
its “constitutionality” — a time honored device 
— despite the previous passage of a similar bill 
for the Firemen’s Pension Fund. 

Our friend the sergeant doubted that the 


bill would ever come toa vote ... The Inquirer 


WHAT PRICE 
a policeman’s peace of mind? 


~ 


ail 


man carried this story back to the office .. . 

The Police Pension Fund bill had not 
gone unnoticed in The Inquirer’s columns — 
but now the barrage began. Joseph H. Miller, 
Inquirer political editor, watched over the bill 
like the Hollywood mother of a child prodigy ; 
prodded, commented, called names in his daily 
dispatches. Editorials appeared almost every 
day, became increasingly insistent. 

With the people of Philadelphia and the 
State aware of the issue .. . the lawmakers 
dropped their double talk, brought the bill to 
a vote on May 9th, passed it by a big majority. 
Similar bills had failed at three previous ses- 
sions ... The Inquirer campaign lasted only 
six weeks; but in six weeks The Inquirer will 


get results for anything worthwhile. 


a police are holding their 
heads a little higher these days. Any cop who 
stops a bullet tonight knows that the welfare 
of his family will not rest with the politicians. 

There was no circulation potential in this 
Police Pension Fund campaign, nor an extra 
line of advertising. Policemen are a minority, 
with not too much money; and they get their 
newspapers free, anyway. The city needed this 
pension provision more than the police. The 
Inquirer thought the issue worth fighting for. 

Our founding fathers foresaw a free press 
as a check on representative government. The 
Inquirer respects its responsibilities; and gets 
respect in turn from its readers, 

Respect is one of the elements that makes « 


good newspaper a good medium . . . as more 


advertisers learn every day in The Inquirer! 
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Tenth District to 
Meet with Dawson 


Directors of the Tenth District, 
Advertising Federation of America, 
will hold their annual directors’ 
meeting in Dallas, Sept. 13, with a 
possibility that the meeting will 
carry over to the next day. 

Joe Dawson of Tracy-Locke- 
Dawson, newly-elected president of 
the AFA, will attend the meeting. 


OPA Blamed for 
Threat of Cut 


in Gas Rations 
Boost Crude Oil 


Price, Enforce Cuts, 
Industry Asks 


Chicago, Aug. 11. — While the 
OPA marked time without acting 
on reports that it would soon 
“equalize” gasoline rations through- 
out the country, mounting criticism 
was heaped upon the agency this 
week by oil industry leaders. 

Reports had said that revision of 
gas rationing would be made effec- 
tive Sept. 1, with the average 
driver to be granted 5,000 miles a 
year. All A-card holders, however, 
would be limited to three gallons a 
week, which would raise the ra- 


tioned amount slightly in the East 
and lop off one gallon a week else- 
where in the country. Such a step 
also would lift the pleasure driving 
ban in the East. 

Opposition to so-called equaliza- 
tion plans was headed in the Mid- 
west by Bernard L. Majewski, 
vice-president of Deep Rock Oil 
Corporation and national chairman 
of the petroleum industry war 
council. Transportation for war 
workers in midwestern states will 
be seriously crippled if rations in 
this area are slashed, he warned. 


No Longer “Joyriding” 


Private automobiles, he said, ac- 
count for six times the amount of 
passenger transport produced by all 
other means of travel, amounting 
in 1941 to a total of 501 billion pas- 
senger miles. 

“The pronounced autophobia of 
the Washington collectivist mind 
has resulted in persistent underesti- 
mate, by some of the administration 
beaurocracy, of the utility of the 
greater part of the 501 billion pas- 
senger car miles,” he charged. 
These bureaucrats refer to all auto- 
mobile riding as ‘joyriding’... We 


shall be fortunate indeed, if on ac- 
count of our determination to win 
the war, we can reduce private car 
travel from 500 to 300 billion miles 
a year without impairing the ef- 
ficiency of the vast necessary war 
work.” 

He assailed the OPA for refusing 
to increase the price of crude oil, 
thus stimulating wildcatting opera- 
tions and the discovery of new oil 
supplies. The shortage of crude oil 
underlies the present threats of 
tighter gas rationing and could have 
been avoided if the “cycle of price 
administrators and their staffs” had 
taken action during the months 
which have intervened since the 
price boost was sought more than 
two years ago, he said. 


Phillips Repeats Warning 


Similar criticism of the crude oil 
price ceiling came this week from 
Frank Phillips, chairman of the 
Phillips Petroleum Company, Bar- 
tlesville, Okla., who is also a mem- 
ber of the industry’s war council. 
He advised against the ceiling price 
in June, 1941. “Everything else for 
the war is cost plus — everything 
but oil,” he said, “and oil is the 


Eminent Paris Fashion Authority 
Becomes WKY Fashion Counsellor! 


EKLAHOMA women, long and ably served by WKY 

‘ in two fields of vital interest by recognized special- 

ia ists, are now being served in still another . . 

; of Fashion, subject of endless and universal woman- 

interest during war as well as peace, 

To the woman-winning ways, 

“Aunt Susan” in the field of cooking and homemaking, 

and Edyth Thomas Wallace, nationally quoted authority 

a in the field of child guidance, WKY has added Marjorie 

a Howard, a third specialist, completing a triangle of serv- 

ice to women’s foremost interests . . 
; children, and themselves. 

aw WKY went to headquarters to choose Miss Howard for 

a this assignment, bringing ite women listeners what is 

. perhaps the topmost fashion authority in America today. 

‘ For 22 years, WKY has been doing this kind of imagi- 

native, creative listener service. 

ing an unequalled listenership for WKY and making it a 

medium for advertising without equal in Oklahoma. 


Why 


OKLAHOMA CITY 


Times * THe FARMER-STOCKMAN * 
KVOR, COLORADO Sprincs * 
KLZ, Denver, (Afil. Mgmt.) 
REPRESENTED BY THE 

Katz AGENCY, INC. 


The wal 
Paris for Mar 
she Waa suctes 


. the field 


therefore, 6f WKY's 


. their homes, their 


It has resulted in build- 


OwNeD AND OPERATED BY THE OKLAHOMA 
Pus.isninc Co. @ THE OKLAHOMAN AND 


MARJORIE HOWARD—Dean of 


Paris Fashion Correspondents 


terminated 4 30-year stay in 
orte Howard during which 
sively fashion correspondent 
for Vorue. Harper*s Bazaar, and Woman's 
Home Companion 
schedule of daily quarter-hour broadcasts 
over WKY on August 4. 


Miss Howard began 4 
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most essential of them all. I «lai, 
it is a scandal when such a : ty, 
tion is created and the govern ney 
is responsible for it.” 

Demands for an increase in © ru¢, 
oil prices were placed before 
Congressional committee me tip, 
here last week, at which Petro ey, 
Administrator Harold Ickes sa d ga 
rations must be cut in the Mic we, 
and Southwest. He foresaw 
widening gap between productiy, 
capacity and anticipated require. 
ments for crude oil, and said }, 
would appeal OPA’s continuec op. 
position to a crude price advance 

The Oil and Gas Journal, meay. 
while, declared in its Aug. 5 issy 
that the great majority of car ow. 
ers want to do their full part ; 
meeting necessary curtailment 
gasoline consumption but that ‘the, 
will not support a procedure tha; 
is weak in plan and enforcement 
and which is rapidly becoming , 
complete farce.” 

The trade publication said tha 
the real solution to the problem lie; 
in adoption of an equitable ration. 
ing program and proper enforce. 
ment, and that the petroleum ip. 
dustry and its war administratioy 
will provide a workable remedy jj 
given the chance. 

There has been little uniformit 
in enforcing rationing, it added, cit. 
ing figures showing that consump- 
tion for one month, compared wit! 
the same 1942 month, ranged from 
a 39% decline in one state to an in- 
crease of more than 50% in an- 
other. If rationing is equitab); 
enforced, it said, “there is sufficient 
gasoline for every class of user 
without undue hardships on any- 
one.” Reducing coupon values is 
no remedy, the publication con- 
tended, since more A card holde: 
will be forced to request extra gal- 
lonage while B, C and T operator: 
will seek more coupons and in the 
end “A card owners who presum- 
ably represent more than 50% 
the total will have all of their gaso- 
line taken away from them.” 


Yeend Joins KIRO 


Kenneth Yeend, for the past nine 
years director of Station KWSC 
has been named director of educa- 
tion and farm programs of KIRO 
Seattle. 


BEST RADIO BUY 
IN ond gga 


AND THE 
ae NETWORK 
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Nor the Fower of the Magazine Women believe in! 


é 
Today’s Journal audience is as broad, varied, characteristic as LADIES HOME 


today’s way of life. The latest new-subscriber survey shows that in 
45% of Journal homes checked, more than one person is employed 
.+.in 25%, women and girls themselves are working. 

LARGEST AUDITED MAGAZINE CIRCULATION IN THE WORLD 
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They Live in 
the Hell-Box 


To the Editor: Thanks for pub- 
lishing the notice of personnel 
changes at Fawcett in the Aug. 9 
issue. But ADVERTISING AGE’s state- 
ment that True Confessions is pub- 
lished by Macfadden does puzzle us 
a little bit. I suppose a gremlin 
sneaked into the proofreading room. 

ALLEN STEARN, 

Fawcett Publications, New 

York. 

[Editor’s Note: 
over that gremlin. ] 


We’re grumlin 


Ration Package 
Passes a Test 


To the Editor: You may be in- 
terested in this story of an Army 
instant coffee ration which was cast 
up on a beach in New Zealand. 
This product was packed by Miles 
Laboratories, using aluminum foil 
converted by our company. 

It’s dramatic proof that many a 
product of American industry is 
performing far beyond the severe 
requirements set up by the military 
authorities. 

The advertisement was prepared 
by Fuller & Smith & Ross, Cleve- 
land. 

J. M. Cowan, 

Sales Promotion Manager, The 

—_ Company, Cleve- 

and. 


Plan for Purchase of 
Yacht Motors Takes Hold 


To the Editor: I saw the infor- 
mation about the plan which you 
published in this week’s ADVERTIS- 
ING AGE, and want to thank you 
very much for your help in putting 
this program across. 

As I suggested the other day, 
many of your readers own boats, 
and this morning I bumped into 
one of them on the train, who im- 
mediately asked me if I had seen 
the writeup in ADVERTISING AGE. 

Judging from the reactions to this 
plan that I am getting from engine 
builders, others in addition to the 
one whose proof I sent you are go- 
ing to feature this in their adver- 
tising, although so far no definite 
commitments have been made. 

CARL KAPPES JR., 

Yachting, New York. 

. - v v v 
Permission Is Granted 

To the Editor: Thought you 
your permission to quote a few 
paragraphs from your article on the 
Nielsen report on advertised food 
brands’ gains, published in your 
Aug. 2 issue, for a story in our 
monthly dealer-promotion organ, 
the “Retail Ad-Viser?” 

Naturally, information of this 
type is very welcome to us, and 
we'd like to use it if we can. We'll 
credit ADVERTISING AGE, of course! 

WALTER F. HOPKINS, 

Promotion Manager, Worcester 

Telegram - Gazette, Worcester, 

Mass. 


v v v 
Explains Supply Problem 
To the Editor: I thought you 
might be interested in the attached 


advertisement for the Pyramid Rub- | 
ber Company, “A little behind on 


orders.” The 
of this 


about a 


our Evenflo 
column. ad 


ran in dozen 


single | 
advertisement | 
consumer | 


magazines, such as Parents’, Baby | 


Talk and others. A larger two-| 
column ad ran in trade publica-| 
tions. 


Our purpose in sending it to you! 
was to show one way of explaining | 
the shortage and still keep the good | 
will of both the trade and the pub- | 


lic. 


The head of one department | 


store in Milwaukee wrote the Pyra- | 


mid Rubber Company compliment- 
ing them on this advertisement. 
Don BRowN, 
Brown Advertising Agency, 
Akron, O. 
v,v, 
Suggests Manpower Aid 
in Paper Crisis 
To the Editor: As the war moves 
on, it becomes increasingly appar- 


ent that the paper situation, par- 
ticularly in the newsprint and other 


| 
| 
| 


publication fields, is becoming more | 


serious. 
in both the United States and Can- 
ada. 

Already the publishers of America 
have had a 10% cut and nearly 
all of them just tightened up their 
belts and made the best of it. Now 


This is true of the mills| 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


TESTED 


NEPTUNE, Inc. — Package Testers 


(4 Wafeert from - duchktand, A. >) 


This Dobeckmun advertisement tells the 
story of a ration package which passed 
a test more severe than that imposed 


upon it by Army requirements. Fuller 
& Smith & Ross, Cleveland, prepared 
the copy. 


there is threat of another 10% cut, 
and perhaps still another. Who 
knows what the end will be? One 
of the most immediate and direct 
threats is that allocations will be 
made by the government under a 
licensing plan depending on which 
publications are considered the most 
essential. 

Such a step certainly is a direct 
threat to freedom of the press 
itself. 

Publishers’ associations have 
shown their great interest in and 
anxiety over this question and com- 
mittees are now at work to try to 
find some solution. Concern over 
this should not rest alone with the 
publishers, for the problem is of 
intense importance to all. 

The real bottleneck is the man- 


power situation in the forests them- | 


selves. There are not enough men 
available to cut the trees for an 
adequate supply of paper. It has 
been estimated that 20,000 men 
would relieve the situation and pro- 
vide enough paper to relieve this 
shortage—15,000 of these men in the 
East and 5,000 on the western slopes 
of the Cascades. 

Where to get this manpower is 
the question. 

John Pickett, editor of the Pacific 
Rural Press, San Francisco, comes 
up with a suggestion—get these 
20,000 workers from Mexico. Ac- 
cording to Mr. Pickett there are a 


SELF-EXPLANATORY 


he 


——’ = 


a little behind on our 
EVENFLO orders! 


Like Topsy, the demand for Evenflo 
Nursers has “grown and grown.” Even 
before the war, Evenflo sales increased 
50% to 100% a year. 

Now with rubber rationing and in- 
creased birth rate, it is we to keep 
all stores supplied. Though we fairly 
apportion shipments to the trade, the 
great demand for modern Evenflo re- 
mains only partially satished. 

Mothers using Evenflo can make 
nipples and caps last longer by avoid- 
ing excessive sterilizing. 


The Pyramid Rubber Co. 


Ravenna, Ohio, U.S.A 


MODERN P 
EVENFLO NURSER 


Nipple, Bottle, Cap, All-in-One, 25¢ 


Pyramid Rubber Co., Ravenna, O., used 


this single-column advertisement in a 
list of consumer magazines to explain 
the shortage of Evenflo Nursers. 


two-column space. 


The | 


message was carried to the trade in | 


great many high forests on the high 
divides of Mexico, and while the 
logging industry is not industrial- 
ized there as in our country, there 
is an extensive woodworking in- 
dustry and the people there are 
occupationally and climatically con- 
ditioned for logging work in this 
country. 

Many objections could be raised 
to such a proposal, just as they 
were when the plan of having 
Mexican workers on our farms was 
suggested, but somehow hurdles in 
the field of agriculture were over- 
come and arrangements were made 
to get these workers. 

Some of the objections that might 
be raised to Mr. Pickett’s proposal 
are that the work is too heavy, 
particularly in our northwestern 
logging areas; that the unions 
would not like it. Similar objec- 
tions were raised when women 
were first proposed for work in 
shipyards as weiders, etc. What 
women have done in war work in 
this country, in England, and in 
Russia is history. Women, for in- 
stance, are now manning many of 
the ships that come from Russia to 
this country. 

The point is that where there is 


a will there is a way; and since 
we are now in a total all-out war 
we must certainly find ways to do 
anything that must be done. 

That adequate supply of paper to 
continue the full unabated flow of 
information to our people is an 
essential war job cannot be ques- 
tioned. As an example of its ne- 
cessity, we heard leaders of our 
government tell us on the War 
Advertising Council broadcast just 
three weeks ago that the advertis- 
ing business will be asked to con- 
tribute five hundred million dollars 
worth of space and time the coming 
year to properly acquaint the peo- 
ple with their enlarging place in the 
war effort. If there is not paper 
to do this, then many of those mes- 
sages cannot be printed. 

Let’s look into this suggestion ‘of 
Mr. Pickett’s and every other sug- 
gestion that may find a way to get 
this manpower so that the flow of 
printing paper from the mills will 
continue unabated. 

Cuas. W. COLLIER, 

Managing Director, Pacific Ad- 

vertising Association, San Fran- 

cisco. 


Ti 


Ale Mug Toast 


Borrowed by Columnist 


To the Editor: I certainly trust 
the scrivener of “Diary of an Ad 
Man” doesn’t object if K. E. Gorr 
of Toro Mfg. Company uses Ad 
Man’s old English toast as found 
on an ale mug. 


Advertising Age, August 16. 


Because, gentlemen, the toa: 
already been picked up and } 
cast a bit further by my ok 
umnist friend Patrick Murphy 
whose beverage discussions a, 
in eight trade papers. Pat 
rowed it from Ad Man, with 
squint at the laws of public d: 
and colonial history. It app 
in our June 10, 1943 issue, a 
pended herewith. 

Add my name to those of 
congrats on the “Diary” featu: -. 

JAMES E. HIcKeE, 

Editor, Buckeye Tavern Neos 

Youngstown, O. 
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Sinclair Coal Series 
Tells Industry Story 


To the Editor: You have hear 
of the ugly duckling that turneg 
out to be a swan. Well, while | 
don’t want to compare our collec. 
tion of color ads to an ugly duck. 
ling, it has gained much more 
widespread attention than we haq 
originally thought it would. 

Prepared from a monthly series 
of ads which appeared in a loca] 
business publication, the encloseq 
booklet is intended to tell the story 
of coal as an industry, rather than 
to advertise Sinclair particularly. 

We believe it is the first attempt 
of its kind on the part of any coa| 
operator to enter this particular 
field of advertising. 

KENNETH HUDNALL, 

Sinclair Coal Company, Kansas 

City, Mo. 
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‘Share Your Home 
Campaign Readied 
for Next Month 


Advertisers Asked 
to Give Aid in 
All War Work Areas 


Washington, D. C., Aug. 11—A 
new campaign to promote the Na- 
tional Housing Agency’s “share 
your home” program in vital war 
industry areas entered final stages 
of preparation this week. 

The campaign, prepared under 
sponsorship of the War Advertising 
Council in cooperation with the Na- 
tional Housing Agency and the 
OWI, will be conducted in 150 cities, 
and involves national and locally 
sponsored advertising in newspa- 
pers and radio, and through dis- 
plays. FHA predicts that “an in- 
teresting volume of high priority 
business will result,” from ads 
placed by a variety of national and 
local firms. 

Opening in September and Octo- 
ber in the various war centers, the 
campaign will be carried on until 
the problem of housing thousands 
of new workers is met. 


This three-pronged program wili 
be publicized: 

1. To encourage property owners 
and tenants to open their homes to 
war workers and to notify the local 
War Housing Center of all vacant or 
soon-to-be-vacant rooms and apart- 
ments which do not require use of 
critical materials. 

2. To encourage owners of prop- 
erties not now suitable for use to 
convert those properties into valu- 
able war housing. 

3. To encourage owners who can- 
not convert their properties on their 
responsibility to turn these proper- 
ties over to the government. 

“Thousands of war _ industry 
workers are desperately in need of 
living quarters,” said the National 
Housing Agency in describing the 
need for the campaign. “If they are 
unable to obtain housing, they will 
give up their essential war jobs. 
“Thousands more must be recruited 
—but they will not go where they 
are needed unless assured of proper 
housing for their families. War 
production cannot reach full capac- 
ity while this critical condition is 
allowed to exist.” 


Full Cooperation Asked 


Newspaper advertisements, car 
cards, 24-sheet posters, direct mail 
and radio announcements are among 
the media to be used in seeking 
public support of the program. The 
campaign’s planners hope to enlist 
the advertising support of war in- 
dustries, banks and lending institu- 
tions, department and _ furniture 


stores, insurance firms, real estate 
firms, labor organizations, building 
material dealers, public utilities, 
building contractors and trade asso- 
ciations. 

National retail and wholesale or- 
ganizations also will be asked to 
give the campaign display in their 
advertisements in local media. 

The NHA’s local offices have been 
provided with kits of newspaper, 
radio and other material. It is ex- 
pected that these offices will form 
committees with representatives of 
newspapers, radio stations, display 
agencies and speakers’ bureaus. 

A typical newspaper advertise- 
ment captioned “Wanted! Homes 
for Our War Workers’ Families,” 
shows a weary and glum family sit- 
ting on the park bench. The ad 
goes on to show “Ways to help and 
make money too!” and “Here’s All 
You Do!” 

Elon Borton, advertising manager 
of LaSalle Extension University, 
Chicago, acted as coordinator of the 
task force for preparation of the 
NHA campaign. The campaign was 
worked up by the Chicago office of 
Foote, Cone & Belding, under the 
direction of vice-president Leo Ros- 
enberg. Government men in the 
work were NHA information direc- 
tor Howard F. Vickery and Noble 
Cathcart of the OWI. 

A complete guide for trade use, 
particularly for the use of insulat- 
ing and building firms, has been 
prepared in connection with the 
campaign by the Buchen Company, 
Chicago. 


Foote, Cone to 
Cease Handling 
Media Accounts 


New York, Aug. 10.—Announce- 
ment that Foote, Cone & Belding 
will withdraw from the handling of 
the NBC and Blue Network ac- 
counts, “in accordance with a per- 
manent policy adopted by the 
agency not to handle media ac- 
counts,” this week stirred consider- 
able interest in agency circles. 

ADVERTISING AGE learned that 
FC&B has long desired to withdraw 
from media accounts, and the sale 
of the B!ue Network to E. J. Noble, 
placing the agency in the position 
of having to resign from either the 
Blue or the NBC account, provided 
an opportunity for withdrawing 
from both. 

Foote, Cone & Belding will con- 
tinue to handle media accounts 
where circulation or general pro- 
motion is involved, but will not ac- 
cept media business involving the 
promotion of time or space. So far 
as is known, it is the only agency 
which has formally eschewed this 
type of account, although others are 
known to look with some disfavor 
upon media business of this char- 
acter, considering that promotion of 
the advertising aspects of certain 
media is difficult to reconcile with 
the placing of space or time for 
other clients. 

Most agencies see no reason why 


BER Qth... 


REAT DAY 


for PAPER 


greatest war bond goal of all time — $15,000,000,000! 


Paper once again is demonstrating its versatility in waging war. 


large and small are designing their advertising to promote 


greater sale of bonds—and buying plenty for themselves. 


For 


September 9th starts the supreme effort of advertising to attain the 
This time the 
entire amount of the bond issue must come from individuals rather 
than banks—a mass selling job. Direct mail, magazines, posters, news- 
papers, placards, stationery—every printed thing is joining with radio 


and personal selling to secure this huge amount of money. Businesses 


CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO... CANTON, N. C. ... HOUSTON, TEXAS 


and Tablet Writing . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK * CHICAGO * PHILADELPHIA * CLEVELAND * BOSTON * ST. LOUIS * CINCINNATI * ATLANTA 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
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OPENS DRIVE 
medal for Nancy... smessees 


The Weatherhead Co., Cleveland, here- 
tofore a user of business papers exclu- 
sively (AA Aug. 9), launched an insti- 
tutional campaign in newspapers of eight 
cities last week with this full-page copy. 


media accounts should not be han- 
dled as well as other accounts, and 
the use of agency service by media 
has expanded steadily. At present, 
most general media employ agen- 
cies in placing their own advertis- 
ing. 


‘Pencil Points’ 
Enlarges Ad Staff 


E. D. Boyer, formerly with United 
States Plywood Corporation, has 
joined the New York office of The 
New Pencil Points as representative 
in New York, Pennsylvania, New 
Jersey and Maryland. Kellogg 
Sprague, formerly with the News, 
Ft. Lauderdale, Fla., has taken over 
the publication’s Cleveland terri- 
tory. 

D. G. Pilkington, for the past 
seven years with National Gypsum 
Company, has been named Chicago 
representative, replacing John G. 
Belcher, business manager, who 
will hereafter make his headquar- 
ters in New York. 


* 7 
TAKE A LOOK 


AT TAMPA! 


SHIPYARDS: 


A new industry employing many 
thousands of skilled workers at 
top scale wages. 


ARMY INSTALLATIONS: 
MacDill and Drew Fields with 
many thousands of soldiers draw- 
ing flying or special rating pay. 

DISTRIBUTION CENTER: 


Tampa is the distribution point 
for Florida's richest trade area— 
citrus, farming, industry. 


TAKE A LOOK 
AT THE TIMES 


LEADS: 


In total daily local display linage 
for the first six months of 1943. 
Here is the record! 


TAMPA TIMES TAMPA TRIBUNE 
DAILY DAILY 
1,617,252 1,402,296 


In department store, in food, in 
furniture, in jewelry, in amuse- 
ment, in shoes . . . IN TOTAL 
LOCAL LINAGE Tampa stores 
placed MORE advertising in the 
evening Times . . . their example 
should be an excellent criterion 
for national advertisers . . . the 
local advertising space buyer 
knows the field—he is on the job 
six days in the week and knows 
which Tampa paper pays off 
BEST. 


The TIMES, Tampa's ONLY after- 
noon newspaper, offers leisurely 
evening readership by thousands 
of well-paid war workers—families 
with money to spend. 


TAMPA DAILY TIMES 


Owner and operator of Radio 
Station WDAE — Columbia 
affiliate in the Tampa Bay Area. 


TAMPA, FLORIDA 


Representative: The Katz Agency 
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22 
Burke Joins ‘Look’ 


W. J. Burke, formerly with Chas. 
Scribner’s Sons, New York, as edi- 
tor of The Book Buyer, has been 
appointed director of editorial re- 
search for Look, New York. 


Philadelphia's Qutsl hi AA ° 
PAINTED DISPLAY 


WALLS 


anullax OUTDOOR ADV. CO. 
PHILADELPHIA D2 M BROAD ST © MADCLIF TITS 


Midwest War 
Workers Gobble 
Up Used Cars 


Kansas City, Aug. 10.—Midwest 
war workers, flush with the long 
green, are paying as much as $400 
to $500 more for used cars than 
they did for prewar new automo- 
biles, with from $175,000 to $200,000 
worth of used cars rolling through 
the auction market operated by 
J. E. Colvin and R. L. Hamilton 
every Wednesday. 

Despite gasoline and tire ration- 
ing the cars are hurriedly gobbled 


|up by the eager defense workers, 


sans quibbling or haggling. “Big- 


|money dealers” bring the automo- 


biles in from the ration-bound East 
and auction them to smaller dealers 
from a dozen states who peddle the 
cars to pocket-jingling customers 
in their home towns, Mr. Colvin 
explained. Hungry for autos, used 
car dealers in New York stepped up 
their advertising promotion in New 
York dailies to register an 83% in- 
crease in classified used car linage 
for the first five months of 1943 
over the comparable period last 
year (AA, June 14). 

The used car market is unham- 
pered by price ceilings which cover 
only trucks, new cars and those 
driven less than 1,000 miles, Mr. 
Colvin explained. However, the 
dealers aren’t getting all the profits, 
according to Jack Garner, Kansas 
City dealer. In 1939, he said, he 
could buy a certain model for $325, 


but now it costs him $575. 

One thing bothers the used-car 
men: persons are buying cars now 
who have never owned a car before 
and don’t know how to take care of 
one. “They wear ’em out,” Mr. 
Garner explained, “and when the 
used cars are worn out—!” 


USED CAR CEILINGS 
PERIL TO DEALERS 


Chicago, Aug. 10.—Most dealers 
cannot stay in business on the pro- 
ceeds of their repair and mainte- 
nance work and must make a “sur- 
vival” profit on used car sales, 
David E. Castle, president of the 
National Automobile Dealers Asso- 
ciation, said last week at a meeting 
at the Palmer House, Chicago. 

“Put a price ceiling on used auto- 


SHATTERING ALL TRADITIONS 


News.-items and books have told of our boys 
adrift on the vast seas, cut off from the world 
and hoping and praying that a passing ship or 
plane would see them. Now an American develop- 
ment greatly increases the chance of rescue !! 


By raising an aerial attached to a self-inflating 
balloon and grinding a crank ona small generator The 
International S.0.S. is broadcast automatically to reach 
out over 40,000 square miles of ocean. This same genera- 
tor also provides power for blinker lights to guide 
rescuers at night. Affectionately nicknamed the 
“Gibson Girl” because of its curves, this device is 
already credited with saving many lives. 


CONSOLIDATED 
AT UNCOATED PAPER PRICES 


An earlier example of American ingenuity 
...and one of far-reaching importance 
to Publishing, Printing and Advertising 
. ++ came in 1935 when Consolidated 
Water Power and Paper Company pro- 
duced coated paper so economically that 
it could be sold at uncoated paper prices. 


Before 1935, fine coated paper... the back- 
ground for most quality printing ... was so 
high priced it was out of the question for 
many magazines, catalogs, and folders. The 
advent of Consolidated Coated filled a long- 
felt need and made finer printing on enamel- 
coated paper universally possible. 


CONSOLIDATED WATER POWER & PAPER COMPANY 


MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


PAPERS 


Four Modern Mills .. . All in Wiseensin 


Today the vast quantity of wood pulp used 
in war materials, surgical dressings and in 
shipping containers for war supplies means 
some paper shortages are inevitable. Con- 
solidated Coated has several qualities which 


help conserve paper. 


The unusually high opacity and bulk of 
Consolidated Coated make it possible to step 


down paper weight specifications 
without any appreciable lessen- 
ing of appearance or thickness 
of magazines and brochures... 
thus war restrictions on paper 
consumption can be met with 
minimum decrease in press runs. 


SALES OFFICES 


135 $0. LA SALLE ST.,CHICAGO 1 
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mobiles that allows little or no 
profit and a lot of dealers wi) 
out of business,” Mr. Castle id 
adding that the primary proble: 5; 
the dealers now is a shortage of 
manpower. 

Mr. Castle’s opposition to ce 
prices on used cars was basec op 
the ground that they would com ))j- 
cate transportation difficulties os 
the country and that automo) le; 
cannot be justifiably called a « st. 
of-living commodity. 


Uses Small Space 
Test Copy for 
Orthopedic Boarc 


New York, Aug. 12.—Using con- 
sistent 42-line insertions in news- 
papers of greater New York in 
addition to several out-of-siate 
papers, the Rest-Well Bed Board 
Company has initiated a test cam- 
paign for its Rest-Well bed boards, 
termed “orthopedic” boards by the 
medical profession. 

Made of hard press fiber, the 
product is designed as an aid to 
sleep and in relief of backaches or 
other distress caused by soft beds, 
saggy springs and worn-out mat- 
tresses, by being placed between 
the mattress and spring. Often 
prescribed by doctors for patients 
who require’ special muscular 
support, the product is currently 
limited in production, since the fac- 
tory is still in course of completion. 

The present schedule calls for 
insertions every Sunday in selected 
newspapers, including advertise- 
ments in the magazine sections of 
the Herald Tribune and Times. As 
production is stepped up the com- 
pany expects to increase its news- 
paper advertising, with medical 
journals supporting the campaign. 
Direct mail to doctors will also be 
used. At present the bed board is 
sold by mail. 

Halpern Advertising Agency, 
New York, handles the account. 


Runions on Sales Staff 


Norman Runions, announcer and 
newscaster on KIRO, Seattle, for 
the past three years, has joined the 
station’s sales staff. 


BEING SPENT 
IN VIRGINIA NOW 
THAN EVER BEFORE 
**vAND IN VIRGINIA 
YOU REACH MORE i 
PEOPLE AT LOW monk 4 
ON RICHMONDS 


NATIONALLY ~ 
RECOGNIZED STATION. 


EDWARD PETRY & CO..INC. NATIONAL REPRESENTAT 
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rN NO. 10 of a series * heroic episodes WORLD WAR NO. II 


in charge, had been killed outright or knocked uncon- 


scious. . . . He soon saw, too, that his own wounds 


were mortal, his own time short . . . . With the curtain 


When he came to, it had become an infyno of writhing of his young life about to come crashing down, his 


flame. . . . He quickly saw that his ¢ntire crew, an _ thought was neither for himself nor yet for his men, but 


. Engineering Repair Party of which he\was the officer 


for the ship in which they served. . 


. « Mortally 


© ecsouime, inc. s909 


“a ship survived. 


* “Down the streets of Portsmouth, more than battle for the survival of our way of life, our men 


a hundred years ago, walked a sailor with one arm, out there are showing the spirit that drives the 
nd unable to 
ick. Indeed, 


me for incur- 


one eye, a persistent state of nerves, flesh to deeds of a high danger and daring that 
tread a ship's deck without being se 
he would probably have been in a ho 
ables—were not his name Horatio Nels¢ 
spirit drove the flesh.”” So Stanley 


history's most notable instance of a 


the rest of us can only dimly comprehend. No 
sacrifice that any of us can make, here at home, 
bn. The man’s 
Russell cited 
truth that is 


can even be compared to that supreme sacrifice 
our fighting men stand ready to make, every 
hour of every day. Many have already paid that 


being newly proved on countless occhsions in our 


price of freedom without quibbling over the cost. 


own day, the fact that “‘the issue of a battle lies in 


They “poured out the red sweet wine of youth; gave 


the hearts of men.” Because their hearts are in this up the years to be” .. . without stopping once 


ra A FAVORED MAGAZI 


a a 


wounded as he was, he somewhere summoned up the 
strength to open the valve on a nearby fire plug. drag 
out the hose and hit the heart of the fire with a heavy 
stream. . . . That was the last thing he saw. the water 
on the fire, before he dropped dead. 


died as he did, the Yorktown lived to fight another day. 


Because he 


Pa te ata ete nab eG sn ae ate eee tooo eee see 


ee” a a ne ne et oe ea ne eae oe a a een as nee ete en ae ae ere” 


when one man’s spirit drove his dying flesh”° 


to ask *“*‘What’s in it for me?*’ Against such self- 
less devotion to duty, nothing else bulks very big 
these days. That’s why they have earned first 
place, by a wide margin, in the hearts of their 
countrymen. That's why they come first and fore- 
most in all our own calculations for today and 
tomorrow. * We are both proud and humble in 
the pleasure we derive from the fact that Esquire 
is read and regarded with affection by the mem- 
bers of our fighting forces, 34.2% of whom it is 


now estimated to be reaching regularly. 


NE OF FIGHTING MEN 
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FTC Drops Nescafe Case 


'C Drops Nescafe Case || Ratai] Merchants 


has dropped its case against the 
advertising of Nescafe, manufac- 


s «8 
tured by Nestle’s Milk Products, A Ad rt 
Inc., New York. The copy, accord- | im ve isin 
ing to the commission, called Nes- 
cafe “coffee” when it is partly coffee 


soluble solids and tly bohy- { M f cf 
~ veer] Nestle’ sere Alen poe q anu q urers 
reveal the amount of carbohydrates 

‘Sellers’ Market’ 


used in the product. 
Advertising Grows 
by Leaps and Bounds 


New York, Aug. 12.—The earnest 
endeavor of the nation’s retail mer- 
chants to warm up to their harried 
but independent oversold manufac- 
turers has given rise to a new 
“sellers’ market” advertising, as 
reported by Women’s Wear Daily, 
which in the past few months has 
booked a record amount of institu- 
tional advertising from prominent 
department and specialty stores. 
Most of the orders were sponta- 
neous manifestations of the new 
conditions. 

Whereas in the past most of the 
business paper advertising had been 
a one way conversation—from mer- 
“*Bout time yo" done showed up ! | chandise sources to the retail stores 


} i in? —thi “sellers’ ket” adver- 
Ah suppose yo’ been listenin’ tuh this new “sellers’ market” adver 


tising is generally devoted to im- 
WFDF Flint Michigan.” proving relations with merchandisé 


vendors during the current emer- 
gency and in the postwar period, 


but the approaches vary widely. 

Bonwit Teller of Philadelphia 
recently used a series of six full 
pages in Women’s Wear Daily to 
tell the trade that it is “the promi- 
nent fashion store in Philadelphia,” 
that it knows how to sell quality 
merchandise but is not high hat, 
and that it so prices merchandise 
and sponsors it with service that it 
keeps a good manufacturer’s prod- 
ucts moving. 


Uses “Annual Report” 


Allied Stores Corporation, “the 
country’s largest department store 
company” operating 61 stores in 21 
states, is using a series of full pages 
in all Fairchild Publications, Wo- 
men’s Wear Daily, Daily News Rec- 
ord, Retailing Home Furnishings 
and Men’s Wear, to make an “An- 
nual Report to Manufacturers.” 
The advertisements outline the 
growth of Allied stores, depict its 
management principles, and discuss 
current civilian supply economics. 
The texts are all excerpts from the 
annual report of President B. Earl 
Puckett. 

A strong postwar flavor per- 
meates another series of 13 full 
pages in Women’s Wear Daily by 
Bullock’s in southern California, 
“the playground that went to war.” 
The big department store with its 
headquarters in Los Angeles uses 
finely drawn illustrations and lan- 
guage to describe the growth of 
colorful California, its contribution 
to the war effort, and its vast 


potentialities of the future—all with 
the obvious inference that no man- 
ufacturer can afford to overlook 
that area and its retail outlets for 
postwar distribution. 

Lipman Wolfe & Co. of Portland, 
Ore., takes a realistic tack in a full 
page tribute to older traveling 
salesmen who have to put up with 
the rigors of wartime travel and 
hotel accommodations. They invite 
salesmen who “make Portland” to 
write or wire Harold Wendel, Lip- 
man Wolfe president, for help in 
making local hotel reservations. 


Reminder Copy 


Just as manufacturers and whole- 
sale distributors whose output has 
been curtailed use advertising to 
remind their accounts that they will 
be in the market again, so the big 
retailers are reminding their re- 
sources that they are still in the 
market to buy now and in the 
future. Display advertisers in Wo- 
men’s Wear Daily currently include 
the Jordan Marsh Company, Bos- 
ton; Chandler & Co., Boston; I. J. 
Fox, New York and other cities; 
J. N. Adam Company, Buffalo; 
H. & S. Pogue, Cincinnati; Dayton 
Company, Minneapolis; and others 
on which contracts are pending. 

Some stores in doing the research 
for their new institutional adver- 
tisements were surprised to find 
how little was actually known 
about their business in the whole- 
sale markets. Although some of 
them had become traditional insti- 


‘NAVIGATOR now ~ 


-. alone she plots the wartime 
course of the home front... | 
avoids questionable merchandise... { 
plans the daily life of herfamilysoas } 
to keep them well-fed, well-housed, | 
well-clothed, despite rationing and} 
shortages. ‘ 

Faced with rising prices, she must} 
budget every purchase. Each new } 
regulation poses another problem. } 
Today, more than ever, she needs} 
reliable advice and information... } 
and she gets both from women’s } 
service magazines! : 

Never therefore has the Companion 
been so eagerly read by millions of 
women...never has it been so keenly 
appreciated...so completely used! 


COMPANION ANSWERS A LOT OF TIMELY 
QUESTIONS IN THE SEPTEMBER ISSUE 


For instance: how to prepare attractive “hurry-up” dishes for war workers and 
make ‘em say “Ah-h-h-h!” A page that tells the working gal how to groom her- 
self into daisy freshness after the day's toil. A fashion feature telling her how to 
become her soldier's favorite Pin-Up Girl... An article on penicillin, the 
newest and greatest wonder drug to save lives . . . The article, “How I Wonder 
Where You Are”, tells how American wives and mothers are matching wits with 
military censorship ... An article, “Is Your Son an Army Flier?”, by General 
“Hap” Arnold tells how a boy's safety is looked after when he’s training to fly. 
Also another distinguished contributor, Ambassador John G. Winant, writes on 
“Women of England,” especially for Companion readers. Companion Poll num- 
ber 10 gives the woman's answer to the question, “How Shall We Treat Our 
Enemies After the War?” 


WOMANS HOME 


(COMPANION 


THE CROWELL-COLLIER PUBLISHING COMPANY, PUBLISHERS OF WOMAN'S iIOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 


UNDERSTANDING WOMEN 


1S OUR 


FULL- 


TIME JOB 
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tutions in their own commun 
largely as a result of their 
advertising, they found that ; 
manufacturers were not awar: 
the niche they filled in their 
tomers’ minds, of the part 
played in civic life, of their ge, 
management and merchand 
policies and aims. 

Trade advertising by retailer 
a direct purpose, rather than ip stj- 
tutional, also has been promine: 
the columns of Women’s Wear D1 
in recent months. Montgomery 
Ward & Co. used trade spac: 
make its position clear in its | 
difficulties a short time ago. 
tailers in Dallas and Kansas 
called attention to the fashion ; 
chandise markets in their re: 
tive cities. The Cincinnati R-taj| 
Merchants Board used a half page 
and two national retail associations 
used full pages to announce their 
support to the recently announced 
OCR program of the War Produc- 
tion Board. 


15 New Members Added 
to ANA Roster 


Fifteen companies recently 
elected to membership in the Asso- 
ciation of National Advertisers are: 

Cutler-Hammer, Inc., Milwaukee: 
Esmond Mills, Inc., New York; Fal. 
staff Brewing Corporation, St. 
Louis; Harry Ferguson, Inc., Dear- 
born, Mich.; Gotham Hosiery Com- 
pany, Inc., New York; Hewitt Rub- 
ber Corporation, Buffalo; Julius 
Kayser & Co., New York; Mentho- 
latum Company, Wilmington, Del; 
Minnesota Mining & Mfg. Company, 
St. Paul; Mohawk Carpet Mills. 
Amsterdam, N. Y.; New York, New 
Haven & Hartford Railroad, New 
Haven, Conn.; Phillips Petroleum 
Company, Bartlesville, Okla.; Sei- 
berling Rubber Company, Akron: 
William Skinner & Sons, New York: 
and Taylor Instrument Companies 
Rochester, N. Y. 


ga 


Boston Conference 
Set for Oct. 18-19 


The 15th annual Boston Confer- 
ence on Distribution will be held 
Oct. 18 and 19 at the Hotel Statler, 
according to an announcement by 
Daniel Bloomfield, director of the 
conference. 

The theme of the program is 
“Planning for Business in the Post- 
war Era,” and is designed to give 
business men a complete appraisal 
of what is being done by groups and 
individual concerns to meet the 
problems immediately following the 
end of the war. 


Nine Stations for Candy 
Sierra Candy Company, San 
Francisco, has extended its “Songs 
of ranean —— running 15 
minutes on Sunday mornings over 
KJBS, San Francisco, to SKROY. 
Sacramento; KGDM, Stockton; 
KFRE, Fresno; KPMC, Bakersfield; 
KDON, Monterey; KHSL, Chico: 
KVCV, Redding; and KIEM, 
Eureka. Robt. B. Young Advertis- 


ing Agency, San Francisco, is in 
charge. 


nsnsey 
oe 


—by leading all North Car- 
olina cities in the increase 
in department store sales 
for the first six months of 
1943. This according to 
Federal Reserve Bank re- 
port! 


—by scoring a 23 per cent 
increase while the balance 
of the district showed only 
16% is further evidence that 
there’s “extra” activity in 


this active market. 


Journal and Sentine 
| Winston-Salem, North Caroline 
National Representatives: 


KELLY-SMITH COMPANY 
NBC—Radio Station WSJS—NBC 
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HILLMAN WOMEN’S GROUP 


MOVIELAND + REAL ROMANCES 
REAL STORY + REAL CONFESSIONS 


100,000 


| LLMAN PERIODICAL BUILDING, 1476 BROADWAY, NEW YORK 18 
13 Nerth Michigan Ave., Chicago + 9126 Sunset Boulevard, Los Angeles FEB. MARCH APRIL MAY JUNE JULY AUG. SEPT. 


Many ; 
r¢ of : , 
~ ie | 
rs for » 
insti. “ 
T in é 
ily - ; P 
Mery = 
Ce * ‘* J 
] bor 4 —_— 
City = . a . 
} Clty ar wre ie. 
mer. h peas era wn 
>spec. eaxaren oF ny oe ae mn 
r mo OT OT Postal Teleqrvap ‘ r oo ee oon ab 5 ; 
ations | re ae ane ee... £5 ae a eran Sy 
their } ‘an yore CITY i Mee, by “is ; aE 4 s< © —— anti een sronry AUT - 4 g 
unced | prvant 9e HE Tr = ’ ye . : Cacia - . a I 
oduc- rs ; A= ! _ 2. 
yo rostAt +TELee 5 COLLEcT=t> pEetTRO'T wick ml \\ 29 3 ee ” “ —— a ' ‘ F : 
ded NW -1B199 ? ERIODICALSS, gt ! | rT eV 
L KEENANZHILLMEN P 1)= 8 a ae ae” a \ : 
| y ( NEW . ie Fe 
cently -4a76 BROADWA FOR ‘ 
med : THE 
B are: ay 12 DAYS ON Sale 93% -_ se Li 2nd SIX MONTHS OF 1943 
Fab yst MOVIELAND yng DRT LES PERFORMANCE To DAT : ai 
Dee pean PHIL AUS AEORDER-MOVTELARD gince THE FIRST f XC F 5 S : 
— acentey 1 NEED OF aren BELOY got SALES «yous 10 | ; 
‘tan, , N TERRIF ICs NEVER ‘on VOIVELAWDECONGRATULE | _ | . 
entho- \ PREDICT AG ON= 
Apany, Lan ON A REALL 4 NEMS peTRoIt ° 
y ew : 
_ New ee ee ia | : 
‘oleum aug a a SO eS ero Bei = a 
wo oe eee ; 
ford ere seal — : a i t 
onfer- erp che ae A nt Oe cae STANDARD TIME + pom OP rf 
2 held <a BosTON MASS 14 B40! mae ae } . 
at te a BEZG2 55194 COLLECT=WU* ICALS a ae td | ie = 
re : pren HAS THE LO = 
agg PHIL KEENAN »HILLMAN srigened vane ee WwW T Re 
am is 1476 BROADWAY ONAL. AFTER c1GHT DAYS ON Eee eee 
» Post- Tl . DS P 
; _ aueust wovl ELAND SALES y gene TERMINALS AND SUBWAYS ny ee: 
raisa . sone 
ALE 1S T LEAST 30 ie ee re: 
Pps and S mov | ELAND s FORDER oF A Th, aac er 
et th STAND st HAVE B SALES in : 
ng the } COMPLETELY soLD out tio To YOUR EDITORIAL ART SS abd — if 
_ GONGRATULAT! wing TO HIT , #2 a, 
ly RTWENT FOR BU QuR SEPTEMBER 7. 
y,. San DEPA 4, GENERATION: MAKE BUTORS « iy — 7 7! 
“Songs NEWS TANDS IN an poston DISTR! oe Oo - A N 4 | ~~ 
me ZENTLER GREATE 4 T l oO N A L : 
S over BEN . a ee ae 
KROY, 4 oes ay Dh ie te cle 
rsfield: Son ee a — N a 4 - Pho ae 
oe h oe | —---— - ne ew _ = 
vertis Postal Teleqrap = Saoe es a >. eo at gi 
is in mecuiven *T “a ” - cc A, nee on Oe = we : : ; , i : a (ees aa P 
Sets OE A 95 0 5000 © 1943 (59) sn ie Sea 
— envant 960 —— . ae . eee . i. 
— ce nana ; ee ae " ms — 
eT gonar” 44 24 1P= ‘ U 7 a Saas — i ia. oe aes * 
+o Posts’ bi st ER nY ' aoe as eo ee be amen: ane po tae Ss 
om cut) 49 Ot COLLECT =T® rig 2 a. S > a om Sle 
») WeRHB IIE “a WAN PERIODIC AL INCA, an 3° I ex " a S_ 1 
eHIL KEENAN» WiLL ny )= _ 
4y7 BROADWAY (NEWTORE 
out MY 
OUT THROUGH 9°? 
TELY SOLD 
AuGU 4000 & it. EASE IN 
TORY. IF poss! AVE A SUBST AN if 
a _ L out, WE MUST ° OPULAR DEMAND Fon . 
f art SO AN EARLY SEP aKE CARE OF tHE GREAT P STAND sate Mi | 
a Wov ELAND orDER TO 1 NEWS mr a a 
t wn Lon 100 ee | 
pyBLIC AT % g IF 400,000 
; a ye 
: o bs = 
er Wits : 
oat | 
poms iG Saag s ne s 
only gs MOVIELAND’S READERSHIP BONUS oul 
that - he | : | 7 
in 4 2 3 ‘ , f + 
% : : a . | we nie as 2g 4 & Wii ra : ; ™ iis eke R | , 7 as, E | i Ae ¥ Fs 
a —|__EIREULATION  GUARANTEE—200,000 - 
. — ee | in —— i ee a 
oline . 3 - "aD saad - sail eS ni “a Friis L. wen ’ ee hy 
onan x i a 3 — manele 
—wie Pe a 2s 
. oS ee may. eee ee eet Te a Wee 40, OF x eae, + ES Uee 


Meat Dealers 


Ask Change in 
OPA Regulations 


Trade Group Opposes 
Plans to Adopt 
New Food Tokens 


Chicago, Aug. 11.—Major changes 
in the regulations and policies of 
the OPA affecting the meat indus- 
try were demanded this week at the 
war emergency conference of the 
National Association of Retail Meat 
Dealers. At the same time, dealers 
flatly opposed OPA plans to intro- 
duce plastic or glass tokens to sup- 
plement food rationing stamps. 

More men with practical business 
experience should not only counsel 
the federal agency but should be 
named as full-time staff members, 
the association declared in one res- 
olution. “Since the inception of 
OPA,” it said, “the meat trade has 
been burdened with a great number 
of impractical rules and regulations, 
most of which are foolhardy and 
unworkable. All were conceived in 
the minds of theorists who have no 
practical knowledge of business 
methods.” 

Dealers also urged the OPA in 
another resolution to restore former 
methods of meat cutting, charging 
that new, standardized methods re- 
sult in waste and unnecessary labor. 
These impractical methods, it was 
said, have robbed consumers of 
6,000,000 pounds of roasts and 
steaks a month, with this meat di- 
verted to less desirable cuts. 


Ask Fair Allotment 


A third resolution asked for more 
equitable allocation of meat be- 
tween retail dealers and the hotel 
and restaurant trade. OPA ceilings 
have worked in favor of the public 
eating places, with retailers suffer- 
ing unduly, the association charged. 
Price ceilings that would permit a 
fair profit margin, as well as more 
equitable distribution to dealers, 
were sought. 

Shortly after association members 
were told that the OPA was consid- 
ering a token plan it was disclosed 
that ration tokens probably would 
come into being by the first of the 
year. Walter H. Balsom, head of 
the trade section of OPA’s meat ra- 
tioning division, who told the group 
that the plan merely was being con- 
sidered, said it would eliminate 75% 
of the paper work now forced upon 
retailers and would save extensive 
printing costs on ration books. The 
new system, as revealed by OPA 
officials here, will employ tokens 
along with the books. Expiration 
dates for stamps will be eliminated. 
Standard point values will be estab- 
lished for red and blue stamps, with 
the retailer giving customers change 


ONE Market.. 
..11 Adjoining 
a Cities 


The ‘‘TRI-CITIES’ are potent .. . Rock 
Island and Moline. Illincis — Davenport. 
lowa .. . plus 8 contiguous urban com- 
munities similar to the boroughs making 
up greater New York City. Here's a mar- 


in tokens. The tokens may be ac- 
cumulated, a fact which OPA be- 
lieves will help avoid hoarding of 
food products. 

Dealers complained that it had 
taken several months to educate the 
public to the present rationing set- 
up, and that it would take as long 
or longer to make the new plan 
work smoothly. Dealers with a siz- 
able volume are going to find 
“bushels of tokens’ necessary to 
their trade, the association said, and 
there is likely to be more trans- 
ferring of meat and food points be- 
tween customers, via tokens, than 
ever before. 

Warns of Diet Change 


A warning that the industry must 
continue to fight for its high posi- 
tion in the food field was sounded 
by R. C. Pollack, managing director, 
National Live Stock and Meat 


Board, Chicago. 
eastern interests” sought to force 
changes in the diet by substituting 
greater use of cereals and other 
food products for meat. 


(For news of a drive to increase 
all-meal popularity of cereals, see 
Page 1.) 


Typical of this kind of appeal, 
board members said, was a re- 
cent recommendation of Governor 
Dewey’s emergency food commis- 
sion that New York state farmers 
cut down on their feeding of grain 
to animals, thus building stocks for 
other food production. While the 
question of raising enough feed sup- 
plies to go around is becoming more 
serious, the industry nevertheless 
has built its production up to record 
levels and resents any talk about 
trimming the national meat diet. 


He said “certain | 


Meat production in the second 
half of 1943 will be 17% above the 
output for the first six months of 
the year, the association was told by 
Wesley Hardenbergh, president of 
the American Meat Institute. Beef 
production is expected to gain 
about 20%, with pork supplies up 
10%. The picture may be less opti- 
mistic within the next few months, 
however, he said, unless confidence 
is restored among cattlemen and 
feeders. He asked for full support 
of the industry in helping the War 
Meat Board solve current wartime 
problems. 


Blue Adds WSBA 


Station WSBA, York, Pa., has be- 
come affiliated with the Blue Net- 
work as a basic supplementary sta- 
tion. 
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WIBG Changes 


Time, Rate Setup 


WIBG, Philadelphia, has is: j. 
new rate card in which three ¢ \aggj_ 
fications of time are set up fo rat, 
purposes, instead of the two fo,. 
merly in existence. Rates gen. rajj, 
remain unchanged. “A” tim: for. 
merly ran from 6 to 10 p. m. © ‘ex. 
days, and from 1 to 10:30 5. » 
Sundays; it now runs from 6 to 1; 
p. m. weekdays, and from 1 ‘o j; 
Sundays. 

“B” time, formerly coverin: aj) 
‘other’periods, has now been b» okey 
into two parts. The new “B’ em. 
braces the hours from 8 a. n. ty 
6 p. m. weekdays, and from 8 a. m 
to 1 p. m. Sundays. A new “c 
period, with new low rates, governs 
the hours before 8 a. m. and from 
11 p. m. to signoff. 


ket PACKAGE larger than the cities of 
Diego. Syracuse or Dayton. Disre- 

gard “city listi 

market. Bisr ard claimed “outside cov- 

erage’. too—beeause the RESULT-GET- 

TING ‘‘salesman-from-within™ is .. . 


5000 WATTS 1270 KC 
BASIC MUTUAL NETWORK 
Affiliate: Rock Island ARGUS 


ngs" when sizing up this 
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Successtul Farmin 


The Magazine that serves the Farm Leaders of the Nation 
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FCC to Consider 
Applications for 


Smaller Stations 


Washington, D. C., Aug. 12.—The 
frst step was taken towards the 
estavlishment of perhaps as many 
as 69 new small radio stations when 


the Federal Communications Com- 
mission yesterday revealed that it 
would consider applications for the 
use of idle radio equipment. 

The move will make two things 
possible. It will: 


1 Allow some stations to boost 
their power from 100 to 250 watts. 

29. Permit construction of new 
100 and 250-watt stations. 

The new policy marked the first 
relaxation of the freeze on new 


radio construction imposed by the 
FCC in April, 1942. The FCC state- 
ment of policy will not be enough 
to arrange for new radio construc- 
tion, however, for the WPB must 
clear all construction, and no clear- 
ances will be issued until that 
agency is satisfied that the project 
will make a direct contribution to- 
ward winning the war. 

At the time of the freeze FCC 
had 129 applications for new sta- 
tions and it is believed the newly- 
available equipment will be par- 
celed out on a first-come-first- 
served basis. However, the commis- 
sion wishes to fan out service in 
areas not now covered by radio, it 
is understood, and this policy will 
be a factor in deciding who shall 
get what equipment. 

There are, it is reported, about 
69 transmitters—100 and 250 watts 


—which are not wanted by the 
Army, Navy or other government 
agencies. Further, about 50 trans- 
mitters which are either not com- 
plete or not in top condition are 
also available for use. 

Applications will be granted only 
where it can be shown that: 1. All 
required materials, except vacuum 
tubes, may be obtained without pri- 
ority help; and 2, the applications 
do not conflict with FCC regula- 
tions, are in the public interest and 
“tend toward a fair, efficient, and 
equitable distribution of radio serv- 
ice.” 


Joins Burke, Kuipers 

John J. Rahill has joined the New 
York sales staff of Burke, Kuipers 
& Mahoney. For the past 13 years 
he has been with the Texas Daily 
Press League. 


farmers... 


armamilies prefer Successful Farming 


Her voice is not loud and strident. In fact, it is so modu- 
lated that you must listen closely to hear what she is 
saying. But when farm women get together they in- 
stinctively seek ber opinions and abide by her decisions. 


She typifies the wives of more than a million farm 
families whose harvests are richer ... whose homes are 
better... whose livestock is fatter... whose equipment is 
more plentiful—and who have more of the better things 
of life than their neighbors. You can bank on it that 
her family subscribes to Successful Farming and prefers 


it to all other farm magazines. 


The greatness of Successful Farming—the magnitude 
of its influence on these best-of-all farm families—is 
built on an intimate and personal editorial knowledge 
of what Heart farm families are—what they do—what 
they want. For Successful Farming is not written in 
hushed and curtained city offices. It is written in the 
fields and homes of the rich Heart states by editors who 


live what they write about. . 


. whose words have the 


rhythm of seedtime and harvest... whose thoughts 


have the homely practicality of farm living and farm 


buying. Little wonder that it is the working and plan- 
ning guide of America’s topmost farm families—is 


preferred by them over all 


other farm magazines. 


Meredith Publishing Co., Des Moines, lowa. 


SUCCESSFUL FARMING Subscribers 


Neighbors (Non-subscribers) 
Heart States plus N. Y. & Pa. 
Other 33 States 


SIGNIFICANCE: 


..» Successful Farming Subscribers are BEST... in their COMMUNITIES ... REGION ... NATION 


differences ... revealed by a special tabulation by the 


U.S. BUREAU ofthe CENSUS 


Number of Farm Homes with Mechanical Refrigerators (per 1000 Farms) 
ee eee 
I TT 


169 
CT 
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Stetson Continues 
Popular Theme in 


Magazine Series 


Philadelphia, Aug. 11.—A highly 
successful wartime advertising 
theme, “Loose talk can cost lives— 
Keep it under your Stetson,” will 
be continued this fall by John B. 
Stetson Company, hat manufac- 
turer, with full-color pages in na- 
tional magazines. 

The new advertisements are 
scheduled for Collier’s, Esquire, 
Life and Look, each using a differ- 
ent illustration to point up the 
theme. In addition, four additional 
black and white continuity pages 
will be used, according to Irwin B. 
Jordan Jr., advertising production 
manager. 

Full-color posters, measuring 12 
by 16 inches, will be distributed by 
Stetson and dealers will be urged 
to repeat the theme in their local 
advertising. The company will 
again offer them a complete tie-in 
kit, having stepped up the printing 
order on this merchandising aid 
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because of its widespread accept- 
ance last season. Other aids offered 
to dealers will include book 
matches, correspondence stickers, 
window cards, mail stuffers and 
newspaper mats. Dealers pay the 
full cost of space in using these 
mats in local advertising. 

Kenyon & Eckhardt, New York, 
handles the account. 


Anderson Retires 

Wilbur Downs Anderson, direc- 
tor, vice-president and general 
manager of foreign sales for At- 
lantic Refining Company, Phila- 
delphia, has retired. He will be 
succeeded as foreign sales manager 
by A. A. Garrabrant, director and 
vice-president. 


Two to Murray Breese 

Robert Rodman, editor of the 
practical pharmacy edition of the 
Journal of the American Pharm- 
aceutical Association, will join the 
staff of Murray Breese Associates, 
New York agency, Sept. 1. Robert 
A. Becker, formerly with Plough, 
on has joined the agency’s copy 
staff. 


Gmnenicas Rice Granary 


—AROUND CROWLEY, 


LOUISIANA — 


IS IN WWL-LAND! 


and so are 10,000,000 customers from five different states! 


ana’s annual rice crop! 


land, represents _ still 


WWL. 


WWL sales message! 


powerful! 


“NEW ORLEANS 
50,000 WATTS—CLEAR CHANNEL 


The Greatest Selling POWER in the South's Greatest City 


CBS Affiliate —Noat'l Representatives, The Katz Agency, Inc. 


$15.000,000—that’s the value of Louisi- 


prosperous capital of Louisiana’s rice- 
another 
South market, completely covered by 


NOT JUST EVERY RADIO in New 
Orleans, or Louisiana, but every radio 
in the Deep South can bring home a 
For hundreds of 
miles, no other station is even half as 


And Crowley, 
Deep 


’ 
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New Acme Agency 


Effective Sept. 15, business and 
trade paper advertising of Acme 
Steel Company, Chicago, will be 
handled by Fulton, Horne, Morris- 
sey Company, Chicago. 


Landry to Fitzgerald 

Tilden Landry, formerly with 
Godchaux Clothing Company, New 
Orleans, has joined Fitzgerald Ad- 
vertising Agency of the same city. 


70 OO 
COLLEGE” 


The BIGGEST BUYERS 


of almost everything are 
Families with Children! 


They eat the most food, use the most 
drugs, hove large, expanding homes. 
Concentrate on them through 


PARENTS’ MAGAZINE 


The Bible’ of 2/3 million homes with children 
52 Vanderbilt Ave. New York 17, N.Y. 


Philly Dailies 
Plan to Ration 
Advertising Space 


Philadelphia, Aug. 11.—Rationing 
of advertising space by Philadel- 
phia newspapers will become a 
reality next Monday, with formal 
plans to go into effect. 

Harold A. Stretch, advertising 
director of the Philadelphia In- 
quirer, said the daily will announce 
a formula for rationing of display 
space Monday. Classified advertis- 
ing is to be limited to a maximum 
of 60 lines. “Our obligation to re- 
tailers assures that their space re- 
quirements won’t be cut more than 
national advertising,” he said. 

The Inquirer obtained 5,460 extra 
tons of newsprint from the WPB 
on appeal for the third quarter of 
the year. It has already asked 
national advertisers to employ daily 
rather than Sunday editions. 

Action by the Philadelphia Bulle- 
tin is still undetermined, but Harry 
L. Hawkins, national advertising 
manager, said a formal rationing 
plan will be announced Monday. 
“Much copy has been omitted 
lately,” he said. A Bulletin appeal 
brought it 5,973 extra tons of news- 
print from WPB officials. 

Immediate plans of the Philadel- 
phia News were not revealed. Lee 
Ellmaker, publisher and _ editor, 


. 


conferred on the problem with the 
advertising staff yesterday. A box 
on the front page of today’s issue 
explained that the paper had been 
forced to omit six columns of ad- 
vertising. 

The Philadelphia Record on Aug. 
5 cancelled all trade advertising 
with radio stations. It has already 
omitted some retail and national 
copy, but has adopted no restric- 
tions on classified as yet. 

Roger W. Clipp, vice-president 
and general manager of Station 
WFIL, said the station had felt no 
increase in time sales following the 
first two newsprint cuts, but that it 
anticipates a greater swing to radio 
by local advertisers. “It isn’t 
‘standing room only’ yet,” he said. 

Jack de Russy, of KYW, said 
availability requests and time res- 
ervations had come in at an un- 
precedented rate during the past 
few months. The pace may be 
accelerated, he believes, but adver- 
tisers of consequence seeking radio 
time due to unexpended newspaper 
budgets may find the choice spots 
preempted. KYW plans to continue 
its advertising in newspapers, pay- 
ing cash for all space. 


Represent Air Paper 

Wyatt MacGaffey and Fred R. 
Jones, 228 N. LaSalle, St., Chicago, 
have been named midwest repre- 
sentatives of Air Transportation, 


New York. 


, 
in, 
“n 
Me, 


© Corset and Underwear Review 


“ty 


© Crockery and Glass Journal 


~~, 


© Fashion Accessories an 


© House Furnishing Review 
© Infants’ and Children’s Wear 
© Linens and Domestics 


© Luggage and Leather Goods 
© Notion and Novelty Review 


PRECISION 
PUBLICATION 


"HITS IT'S MARK” 


YY} 
Yh 
yy 
: Wy 


ATLANTA © BOSTON @¢ 
LOS ANCELES « 


Y YY Y 
My EACH papen SEB 


ME Sevectiye maRkET 08 


CHICACO « 
PHILADELPHIA « 


There is no “‘hit-or-miss”’ 
—either in coverage or 
reader interest—in any 
one of the nine Haire 


“Precision” Public : 
ein, 
Vi, 
“by Vu, 
YZ 
Up 
Uy 
“LY 


Yl” 


1170 Broadway, New York 1, WN. Y. 


CLEVELAND e« 
PITTSBURCH e 


DETROIT 
$sT. Louis 


First Consumer 
Advertising for 


Vaculator Planned 


Chicago, Aug. 10.—Convinced that 
coffee rationing has made house- 
wives more aware than ever of ad- 
vantages of brewing coffee in small 
quantities, Hill-Shaw Company will 
launch an extensive campaign this 
fall to introduce its new Vaculator 
2-3-4 cup vacuum coffee brewer. 

The consumer schedule calls for 
aseries of small-size advertisements 


BREW COFFEE 


VACUMIN 
Nee COFFEE BREWER 


By 23-4. | 
= x 


in American Magazine, The Ameri- 
can Weekly, Fawcett Women’s 
Group, Ladies’ Home Journal, Life, 
Macfadden Women’s Group, The 
Saturday Evening Post and Wo- 
man’s Home Companion. The com- 
pany, which supplies coffee brew- 
ing equipment to hotels and restau- 
rants, has not employed consumer 
advertising for several years. The 
new campaign is to continue until 
the first of the year. 

The consumer campaign will be 
backed with a series of insertions 
in business papers in the house- 
wares, electrical and hardware 
fields, and dealer displays will also 
be provided. The new Vaculator, 
retailing at $2.95, is constructed 
largely of non-critical materials. 

The new campaign is in addition 
to Hill-Shaw’s advertising in pub- 
lications serving the soda fountain 
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and restaurant fields. 
stresses service and replac: 
parts. Much of its present p: 
tion is now going to the Arm 
Navy. 

Malcolm - Howard Adver: 
Agency, Chicago, handles th 
count. Arthur M. Holland 
count executive. 


WABC Records 
§25% Gain in- 


July Business 


New York, Aug. 10.—Siatio, 
WABC, key outlet of the Columb, 
Broadcasting System, registered a) 
increase of 525% in business fo, 
July, 1943, over the same month 
last year, according to Arthur Hy) 
Hayes, general manager of the sta. 
tion. 

With 13 new bookings and six re. 
newals_ previously reported ang 
signed before Aug. 1, WABC estab- 
lished an all-time July record fo; 
future bookings, second only to the 
station’s all-time high for any 
month, registered in August, 1942. 

Never before have advertisers 
signed for fall campaigns so early 
Mr. Hayes said. To some extent 
this was due to the desire of fal] 
advertisers to obtain the best avail- 
abilities by pushing forward their 
starting dates, and to greater actiy- 
ity in general among advertisers, he 
added. 


Lee Warns Tire 


Conservation Needed 

Lee Tire & Rubber Company, 
New York, used 800-line advertise- 
ments in 80 newspapers throughout 
the country last week to warn 
motorists against undue optimism 
on the tire situation, and to remind 
them that conservation is still es- 
sential. 

Benjamin Eshleman Company, 
Philadelphia, placed the advertise- 
ment. 


Ruhf Named President 


C. T. Ruhf has been elected presi- 
dent of Mack Trucks, Inc., Long 
Island City, N. Y. He was formerly 
president of Mack Mfg. Corpora- 
tion, a subsidiary, and executive 
vice-president of Mack Trucks. 


Current cop, 
nent 
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Line up 
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200,000 kids and you have a 
food problem of staggering proportions. 
Do you wonder why New York POST 
readers spend more than 95 millions a 


year on FOOD alone? ... 


(MOTHER KNOWS BEST! 
Mothers of these ever-hungry kids need 
authentic food information. So the New York 


POST (alone) runs a COMPLETE food page 
EVERY day, sensibly edited by Agnes Adams. 


PROOF OF THE 


Does carefully- 
planned editorial 
nourishment build a 
fat market for YOU? 
Department stores 
shout "YES!" citing the 
success of their pro- 
motions in the POST, 
backing it with ever- 
increasing lineage. 


CaN 


LION? 


It's a lot of dough! 
This combined income 
of the 200,000 New 
York POST families is 
truly an IMPORTANT 


national market—not covered by any other New York evening 


paper. 


THE HAIRE PUBLISHING COMPANY. 


WE REPRESENT ourselves in this billion dollar market. Write or 
phone collect to Ed Kennelly, National Advertising Manager, for 


details! 
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In war time, there are certain essential ideas 


which must be explained to the American People. 


The American Magazine is doing 
that job admirably. That is why 
| am glad the editors asked me 
to write the article, ‘Are we 
losing our Freedom?’ | wanted 
The American Magazine's 
important audience to know 
my real concern over what's 
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going on in Washington. 


Mem, 2 Baya 


SENATOR FROM VIRGINIA 


AMALGAM seers 


WHEN IMPORTANT PEOPLE HAVE SOMETHING IMPORTANT TO SAY... 


ashe oe. ae ity. ca GER 3 Ss Sera Wt =n ae Aas 2 =a ae ag ; “oe asec « ; i 4 fd s a “. } seeeib'g ae roe i : ‘ “ay ete ae é = % F Sree ‘ 
16, 1943 
nn Opy 
ace nent 
Produc. 
MY and 
ver’ ising 
th ac. 
L is ag. 
. 
Olumbia 
ere d an 
1€s for 
> Month ' 
lur Hul] 
1 S1X re. 
ed and 
~ &Stab- : 
7 a. eis oe 
Bases. 
Z ae ek ae 
OO ONS a ee ae ~~ 
is = : —~ 
ae ‘ eae Xa, 
Oe ] 
4 a _ “RE , 
oa : a vs) ~<a a * a yet wi NSE 
ae “i a: qs eS _ sede oN 3 4 Xa 
Pg Coa D:. puaaaalaairne “9 
cath 4 ee ee ae ee eae ogee ee es * 
es ' eae Wes 4 z 
ae _ _ . 7 ee Oe ea — jf <a .~ 
| :- . a Re ae s 
be RRS ee i es 
a _ : gee . 
-_— ' al “a 
— — Sit tis sa ; E te 
pany, — dia: — — a are ee > 
ivertise- — pate —_—— ji g ee ee eee 
‘ Py oe gf ne eo i 
' ‘ " ets bs i aie er 
‘ § “ OS? ae ers 4 
Bw “ - 3 Be. ° Zeeeies ce i 
at = ee om — <4 oe oar x 
3 j een ‘. ae : —: 2 BERN a 3 
2d presi- ; a . + es cee 
. es ae a = i: ore ¢ 
>., Long , Pr Bhs, i " ’ a a ees 
-_— } i ‘Buc’ a pe i _— yf 4 |p S 
ormer) ; — iP oe a s Oe ' 
— ——t ti‘(‘<‘<C | 
Z ae ae Mh Dy, 7 ae “ = - eaeee mis _ - 
a ae - ” Fi ii. Wy Puy : 0 a) ; - 
aa = > , * “4 on: 
er Ms ee bee Poe a ; 
" eer: = an ; — ; ; a be H 
- ee ee hy ” yer , Pr {Cl ae 
hen ye . ; , wie el eC oe ; 
ae a ES me, 2 ee i ie 
| ee te. ‘ al aes Eo... 
ge. . * as be , i 
re , Petia wk g 
Vesa es aa ig ag — oth GAR Naot “ 
a Peery 7 — a ‘i Be = Se a , aa aes . ae ms “4 ™ 
ee spies ’ 7 ed “we . : fia ae 
a 3. : ee oe “ _— * 
is ee ; i a ae ‘a ica > & iam 
ik, ee ee ee a5 
— ae me “ + eo Te ote 
? , a at a a eS oa 
me - SS SS A eee — 
ME oy 4 , ' ae oe” ee hs 
| ii Bi. ' ae Te | Bee a. 9 he : 
cc) a ee — > ee ey Oe ie 
— ” 0S Se 
ce Beco AR e ¥) -_ Se ae ee ae ea f ‘i 
rie Tae’. 7 _ i : 4 f Teed vey ee » & 
eee: Nea =. E - q ie "hel soi eee ee > 
bi Pe ats es es ‘ m Vege eas - 
a es i 2 x Be | e” 
q aa 4 5 a - | it 
<i a . a a Be a 
Ae ee : 
ext 
SO sf 
he J - Fs 7 ‘ . 
a 2 ~ 
eee pan eA -- a 
G' : 
co ee 
-ome 
New 
. 
es Is 
° 
ning ee 
fe or 
, for 
— . 
res?) es. oe a eye coe iaC ee a sh Ms ace eae aT oe ~ | le a ls OK Se eS ries : E °. es ss ‘ee : # ae - ta ee ; a4 pee a. VO. ee YA: ghee i aa Pe. 
; tg mn x m , re oe. ee ee Mula Sieg es ao en, a ‘gi J, Bec age ew eg 2 ahey, | ete ee ae ot ’ re ee 4 ® is ea ao eae aN age ot. ee he Per ea 
4 : Ba Se i |. Wearpeey “t: A GE Saar , 52 a Re eee Pn : 
alee Ie ; = see sagt: es « ei ” is A ia Py } Me aa be ei 


30 
using 160 to 100-line insertions in 
out-of-town newspapers and larger 


Doubleday Plans 
space in the New York Herald 


Heavy Schedule OM? | Tribune and Times. 


e ‘ @ About 33 newspapers will be used 
Kate Fennigate throughout the month of August, 
including half pages in the Sunday 

New York, Aug. 10.—Doubleday,| book sections of the Herald Tribune 
Doran & Co., New York book pub-| and Times. If sales warrant, tne 
lisher, has jaunched a newspaper | campaign will be continued through 


campaign in 24 key cities across the | September. 


country to promote the Booth Tark- 


Film rights for the book were 
ington novel, 


“Kate Fennigate,”| purchased by Edward Small for 
$100,000. A production budget of 
nearly a million and a half dollars 
has been set for the forthcoming 
United Artists picturization. It has 
been claimed that total production 
costs will set an all-time high for 


Mr. Small’s independent picture 
READ BY ALMOST making. 
Schwab & Beatty, New York, di- 
EVERY MEMBER OF CONGRESS 


rects advertising for Doubleday, 
Doran & Co. 


— 


(But Washington influence begins at home) 


Form Detroit Agency 

Jane Schermerhorn and John L. 
Oliver, both formerly of the Detroit 
Times, have formed Detroit Public 
Relations Company, Book Tower, 
Detroit, to handle general advertis- 
ing and public relations accounts. 


Way back in 1922, WMAQ—a 100-watt 
radio station—broadcast its first program to 
the eager radio fans of Chicago. It was a little 
program from a little station, but it was the 
beginning of great things. 

WMAQ, from the very start, pledged itself 
to the task of bringing to its listeners the 
best schedule of programs that it would be 


possible to prepare. 


All through the years, there has been no 


deviation from that 


purpose, and today, 


WMAQ brings to the people in its listening 
area every day in the week, every week in 


the year, a greater number of the most popu- 


lar programs on the air than all other Chicago 


stations combined. 


That is the secret of WMAQ’s power to 


command the attention of and influence a 


vast radio audience—and that is the reason 


why astute advertisers who wish to reach the 


greatest number of people in the nation’s 


second largest market place their campaigns on 
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The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 

most prominent and widely known advertising men. 

ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


August 2. I see by the Washington cor- 
respondence in ADVERTISING AGE that there 
is an “authentic, but official” report that 
WPB plans certain doings about paper al- 
locations. Modifying authentic with official 
is something new, but sometimes it is hard 
to keep a typewriter from revealing the 
truth. 


August 3. How much space does an ad 
really need for maximum effectiveness? 
As this decision does more to determine 
the cost of the advertising than anything 
else except copy, it seems to me that we 
give it too little attention. Our tendency 
is to let the publishers determine the 
answer by their more or less arbitrary di- 
visions of space. I would like to see some- 
body really take this question apart, start- 
ing with the fact that for each ad there is 
some minimum space requirement, de- 
termined by length of copy, and then 
working through the other factors which 
must be considered— importance to be 
given the message, prestige of the adver- 
tiser, advertising competition, etc. 


August 4. On the above question, I have 
made a few tests myself. I think I can 
demonstrate that, contrary to popular 
opinion, size of space itself has very little 
to do with securing optical attention. The 
eye of a stockholder in General Foods will 
apparently pick up a 2-inch, single column 
dividend notice about as quickly as it will 
a full page. But this doctrine will not be 
popular with publishers, so let it go. 


August 5. I note that the publishers of 
comics talk a good deal about the reada- 
bility of their editorial technique. They 
also point out that it has a wide appeal to 
adults as well as children. And there is 
plenty of evidence from the reading-rating 
services to sustain them. But I also note 


eee 


It is presented in 


that these publishers, in their own promo- 
tion matter, seldom use this technique. 
Maybe they don’t think it carries con- 
viction as well as it does entertainment— 
which is my own notion about it. 


August 6. Came out to Chicago on the 
Century, and ran into several other ad 
men. One of them was telling me about 
a representative of his agency who recently 
left it, and took with him some business 
with which he had been entrusted. “Just 
a case of a kidnapper stealing the child,” 
he said, “and the agency refusing to pay 
ransom.” But the emphasis, I thought, 
ought to be on the “child,” who has so 
trustingly gone off with a man who starts 
in business by betraying his employer. 


August 7. Our women folk constantly 
complain about the time we spend talking 
shop. But I doubt whether any woman 
understands that this is just part of the 
verbal signs of fraternalism which all ani- 
mals make among their kind. At the root 
of it is the satisfaction we get out of be- 
ing a member in good standing of our par- 
ticular trade; of having the respect of our 
peers; and of trading experience with those 
who do not require a dictionary to under- 
stand us. 


August 8 A news-letter which I get 
from England says that the Russians are 
beginning to worry about American eco- 
nomic imperialism in the postwar world. 
I wouldn’t have given it a thought if I had 
not recently talked with a woman who has 
made a fortune writing soap operas. She 
says the next big development in them is 
in the export field—that American adver- 
tisers will eventually take them around the 
world, just as American movie producers 
did Mickey Mouse. No wonder the Rus- 
sians are worried! 


Export Managers to Meet 


A luncheon meeting of the Ex- 
port Managers Club will be held 
Aug. 17 at the Hotel Pennsylvania, 
New York, at 12:30 p. m. Leo M. 
Cherne, executive secretary, Re- 
search Institute of America, will be 
the guest speaker. His subject will 
be “The International Challenge.” 


Schmitz to ‘Hotel Monthly’ 


Ronald C. Schmitz, 475 Fifth 
Ave., New York, has been ap- 
pointed eastern representative of 
Hotel Monthly, replacing James E. 
Neary Jr., now connected with 
Sperry Gyroscope Company. 


Buys Everhard Screen 


Republic Steel Corporation has 
purchased Everhard Mfg. Company, 
Canton, O., large peacetime pro- 
ducer of window screens and storm 
windows. The company will con- 
tinue to operate at its present loca- 
tion. 


Parks Adds Duties 


Mal Parks, editor and manager of 
Radio-Electronic Parts Journal, has 
taken on the added duties of editor 
of Radio-Television Journal, Both 
publications are published by Alex 
H. Kolbe at 1270 Sixth Ave., New 
York. 


Fitch Boosts Hamilton 


Donald J. Hamilton, former); 
sales representative with headquar- 
ters in Detroit, has been named 
eastern sales manager for F. W 
Fitch Company, succeeding Jul 
Gordon, who resigned to become 
director of retail sales for Nestle- 
LeMur Company, New York. 


Groves Shoe to Kalom 


Groves Shoe Company, Chicago, 
maker of dress shoes, casuals, sport 
shoes and house slippers, has ap- 
pointed Kalom Company, Chicag 
to handle advertising. A consumer 
campaign is scheduled. 


— 


The Temperature’s Rising! 


Very warm for May...up 44%. 


.up 65%. And now look at July! 


Gross billings for time on the Mutual Network 
during July, 1943, rose to $1,088,809 . 


105% above the same month a year ago. 


The temperature’s rising. 


Very hot for June 


It isn’t surprising. 


. a torrid 


THE MUTUAL BROADCASTING SYSTEM 
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if War brings a single blessing, it is the hardships 
which teach people to think less of self, more of 
their entire community...in terms of the good of all. 


for the Common Good \ 


Wartime suffering has caused humanity 
to view its behaviour in sharper perspective —to realize 
that, in the long run, he benefits most who serves. 
World War I was followed by a period of social 
selfishness, realistically reflected by the new-born tabloid 
newspapers. Sensationalism scored the sacred. Keyhole 
tactics won circulation. It was an era of personal ‘‘grab” 
But, with the Depression; the nation sobered and 
matured. New values developed and the present war 
found people changed. 
This gradual transformation of the public outlook 
was not lost upon the men who make the Mirror. 
And they, did something about it. 
The Mirror believed that people would welcome a 
tabloid newspaper which gave the facts and left it to. 
them to decide. To its own staff were added all three 
of the, world-wide news services. New features appeared 
in keeping with reader demand. Editorially, the Mirror 
changed, too—influencing those things which seemed 
best for the common good. The result is a substan- 
tial seven-day NEWSpaper of unique personality which 
concisely presents each day’s news clearly, compre- 
hendingly and completely. - 
Recent years have proved the soundness of this 
concept. High circulation and phenomenal advertiser- 
acceptance make the Mirror one of the standouts of 
publishing. Today the Mirror is the nation’s second 
largest Sunday newspaper (more than 1,700,000 copies) 
and the third largest daily (more than 750,000 copies). 
And, because it is editorially “‘balanced”’, it is a family 
newspaper — with all that implies in the way of 
plus readership. 
The New York Mirror is one of the nation’s great 
newspapers —a monument to the common good of 
the world’s largest community. 


Member of ASSOCIATED PRESS * UNITED PRESS * INTERNATIONAL NEWS SERVICE « AP, INS & STAFF PHOTOS * MEDIA RECORDS 
ADVERTISING FEDERATION OF AMERICA + AUDIT BUREAU OF CIRCULATIONS * AMERICAN NEWSPAPER PUBLISHERS ASSOCIATION. 
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Blue Adds Two More 


Two more stations in the south- 
central group will become affiliated 
with the Blue Network as basic 
supplementary Outlets, bringing to 
162 the total number of the net- 
work’s affiliated stations. Station 
WBIM, Macon, Ga., will join the 
network Aug. 23 and WGGM, Gulf- 
port, Miss., will become an affiliate 
Sept. 19. 


Successful Advertising Salesman 
Outstanding Advertising Director 
Assistant Business Manager 


One of our clients, presently 
employed by one of the most 


successful newspaper - radio 
groups, is seeking a new con- 
nection. 


If you have a highly competi- 
tive situation—radio, newspa- 
pers, shopping news —and 
publish a good newspaper, he 
offers you 16 years of valu- 
able experience acquired with 
one of the most successful 
newspaper groups. 

He is alert, aggressive and 
powerfully effective in pre- 
senting facts, figures, mar- 
kets, and advertising ideas in 
a forceful, dramatic and sin- 
cere manner that SELLS ad- 
vertising. 


Address Box M 
Mitchell E. Friend Company 


Advertising 


15 Park Row New York 


Dehydrated Soup 
Mixtures Here to 


Stay, Study Shows 


Omaha, Neb., Aug. 11.—Dehy- 
drated soup mixtures have a “very 
bright future” and people who use 
them probably will continue the 
practice after the war is over, ac- 
cording to a survey of the industry 
conducted for the Omaha Chamber 
of Commerce by Dr. Charles J. 
Courtney, head of the marketing 
department, College of Commerce, 
Creighton University. 

Factors which favor the dehy- 
drated product, Dr. Courtney said, 
are its price, convenience and actual 
taste of the soup mixes. The prod- 
uct is in an _ excellent position 
because the consuming public is 
giving it a thorough wartime test. 
These soups require no ration points 
and become more attractive as it 
becomes increasingly difficult to 
supply families with other food 
products. 

In consumer surveys in both 
Omaha and Council Bluffs, the 
Creighton market analyst learned 
that 39% of all persons interviewed 
prefer dehydrated soups to the 
more familiar canned soups; 42% 


prefer the canned variety; 14% like 
them equally well, and 5% made no 
comment. In Omaha, 65% of those 
interviewed at their homes had 
tried soup mixes, and of these 83% 
said they liked them. The house 
survey in Council Bluffs revealed 
that 65% of the persons had tried 
the soups, and that 84% of these 
liked them. In a separate store sur- 
vey of consumers, 85% of those 
interviewed had tried the soups, 
and of these 87% said they liked 
them. 


Packages Recall Use 


Discussing the discrepancy be- 
tween the house and store figures, 
Dr. Courtney said many people in 
the stores did not believe they had 
tried dehydrated foods until they 
were shown the packages, when 
they recognized them readily. 
“Many people are not yet familiar 
with the term ‘dehydrated food’ 
even though they are actually using 
these soup mixtures,” he said. 

Retailers interviewed expressed 
the opinion that dehydrated food 
mixtures are here to stay, and one- 
third of them said they believed the 
dried soup product would replace 
the canned variety. Retailers agreed 
on these points: dehydrated soup 
mixes must: be strongly merchan- 
dised; they must be prominently 
displayed; only quality products 
will sell; and the products must be 
attractively packaged. 

Forty per cent of the retailers 


believe the dehydrated product will 
do as well after the war as now, 
while 15% expressed the view that 
in normal times they will find less 
favor. 

Fresh fruit and vegetable dealers, 
Dr. Courtney found, still consider 
any form of processed food “very 
much second-class eating;” whole- 
salers are still strong for the canned 
product; and restaurants are not 
using dehydrated soup mixtures. 

Both housewives and retailers 
emphasized the space factor, he 
said, with dehydrated soup requir- 
ing much less room on the shelves 
than canned goods. “In fact, sev- 
eral retailers stated that it was only 
a question of time before dehy- 
drated foods would drive canned 
goods off the grocers’ shelves,” he 
added. 


Screen Broadcasts Opens 
New Office in Chicago 

Screen Broadcasts, Washington, 
D. C., which is cooperating with 
government agencies in the produc- 
tion of war-effort films for local, 
regional and national sponsorship, 
has opened a Chicago office at 333 
N. Michigan Ave., with Edward 
Johnson in charge. 

Screen Broadcasts’ theater screen 
campaigns, plugging for ODT, WPB, 
the Treasury Department and other 
agencies, are distributed in north- 
ern, midwestern and western states 
by United Film Service, Inc. 


IN EVERY AGENCY THERE 1S A‘“SPARK PLUG” 


Gi Lb 


POLISH BY RADIO... Hot dipping of tin 
plate took too much tin. Electrolytic plating 
saved % of it, but gave a dull surface. MARS 
solved problems of conveying, electroplating, 
and cleaning to get the thin electric coating, 
then ‘“‘flowed” it by induction (wave) heating 
to get a bright, thin, tin surface 


WILL WPA BECKON to these men when war production slows up...and ends? Heck, no! They'll 
be in the vanguard of makers of tomorrow's world...creating new cars, new helicopters, new 
cameras and buses and boats with the new techniques, new materials they know more about 
than anyone else... 


MARS SHOULD BE KEPT POSTED on your clients’ doings, regularly, for now and tomorrow. 


Are they?... 


lubricants, presses, 


BRASS FAMINE threatened to still Allied guns 
. .they handed MARS the job of making stee/ Alloys Readers. 
shell cases. Steel structures, dies, drawing classify group. Not primarily top execs. Not 


heat treating, finishing 
were studied, bugs eliminated. Today more 
than 50 companies produce steel shell 
cases under strict engineering control. 


_“ a 
7: 


nN THIS COMPLICATED business of advertising, every organization has at least one man who CYL 
draws on technical skill, imagination, and up-to-the-minute knowledge of what's going on, to 
keep his outfit in the running. The complicated business of metals for war has its spark plugs, 
too,—practical engineers who draw upon knowledge, technical skill, imagination and wide 
resources to solve shortages. .hurry production...lighten weight...perfect machining kinks. We 
call them MARS... 


. Traditional cast 


aluminum airplane cylinder heads begged for 
more power per pound, bigger bomb loads per 
plane. MARS studied — re-engineered alloys, 
head design, forging set-up, machining, finish- 


ings. Forged and machined heads are over 


Germany now... 


os 


—. 


Yipee 


it—Metals and 


They are a very easy-to- 
primarily production executives. Not main e- 


nance men Spark plugs, in the practical, 
technical sense. Problem-solvers... 


METALS 


ALLOYS 


of the Metal Industries 


ABP 
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REINHOLD PUBLISHING CORPORATION 


330 W. 42nd Street, New York 
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21 GUN SALUTE 


GOOD WORK NEW ORLEANS 


. ++ ECHOES AROUND THE WORLA! 


BUY WAR BONDS 


Haspel Brothers, New Orleans, placed 
this full-page advertisement in New 0. 
leans newspapers to salute its employe; 
to point up its accomplishments ;, 
supplying the armed forces with cotto, 
uniforms and to pay tribute to the city 
of New Orleans as a symbol of industry 
efficiency and craftsmanship. Alfred |. 
Silberstein, Inc., New York, handles the 

account, 


Conservation Is 
Keynote of New 


Kleinert Campaign 


New York, Aug. 10.—Conserva 
tion will be the keynote of a ney 
fall advertising campaign by I. 8 
Kleinert Rubber Company for it 
line of pad pants and dress shields 
scheduled to break in September 
issues of magazines and busine; 
papers reaching a combined circy 
lation of 45,484,384. 

The campaign will emphasiz 
how the company’s products cor 
serve time and clothes, in additioy 
to showing actual care and cor 
servation of the merchandise itse| 
to insure longer and better wear 

The magazine schedule calls f 
Baby Care Manual, Baby Talk 
Congratulations, Good Housekee; 
ing, Ladies’ Home Journal, Lif 
McCall Pattern Book, Parent 
Magazine, and True Story. Five 
leading business publications wil 
supplement the campaign. 

Federal Advertising Agency, New 
York, handles the account. 


Beyea Acts as Head 


of Boone Organization 


H. W. Beyea, associated with the 
Rodney E. Boone Organizati 
since it was started by the late 
Rodney E. Boone in 1919, has bee! 
appointed acting general managé 
by the W. R. Hearst general ma! 
agement. 

The company will continue | 
operate its branch offices across th 
country. Mr. Boone died of a hea! 
attack at his home, Manhasset 
L. I, July 27. 


Name Pulp Committee 


A group of 12 representatives 0! 
paper producers has been named t 
serve as a woodpulp industry at 
visory committee to OPA in Was! 
ington. The group, which wil! con- 
sult with OPA on matters of pric 
policy, will hold an organization 
meeting in Washington Aug. 19 


An outstandingly successfi 
dress shop regularly place 
80% of its advertising in th 
Courier-Express. Here’s proo 
of results: 


1929... « 176 line: 
1942 . . 192,716 line: 
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Britain Urged to 
Increase Fund for 


Tourist Promotion 


London, July 27.—With the end 
of the war still far from reality, 
‘war tourist business neverthe- 
ontinues to be the subject of 
sy discussions and planning in 

yitain. 
wr Catering Wages Commission 
been set up to report on the 

of making catering an at- 
ve profession to both men and 

n, thus helping improve the 
| and restaurant business. The 

ission, however, apparently 
is to go further than that. 
menting on its activities, K. R. 


com 
inte! 


Cor Por 

Shr sbury, advertising manager of 
Thomas Cook & Son Ltd., said it 
had been suggested that the govern- 


ment sponsor a “Come to Britain” 
campaign, based on a 24%% of an 
anticipated revenue from tourist 
trafic of $400,000,000, providing 
$10,000,000 for the drive. 

“But to go ahead with propaganda 
without preparing the ground be- 
forehand would be suicidal,” he con- 
tinued. “Fortunately, all those con- 
cerned with tourist traffic have 
time, but not too much, to prepare 
the way. It may be that after peace 
is declared, two years will elapse 
before holidays abroad can be freed 
from official restrictions. The in- 
terim should be devoted to correct- 
ing the weakness in our ‘take it or 
leave it’ attitude.” 


Hits High Costs 


Some of the main factors operat- 
ing against the “Come to Britain” 
campaign, he said, are: the high cost 
of a holiday in Britain; the lack of 
a cordial reception; the cuisine of- 
fered by hotels, restaurants and 
boarding houses; the licensing laws; 
and the lack of adequate propa- 
ganda to compete with the wide- 
spread campaigns of other countries. 

Deluxe traffic can look out for it- 
self, Mr. Shrewsbury said, since it is 
the great body of “middle spenders” 
which makes up the biggest share 
of revenue. If former competitive 
conditions return, Britain will be 
forced to use subsidies to compete 
successfully in the tourist field, a 
condition he believes should be 
avoided. 

He suggested the introduction of 
an international tourist currency as 
a partial solution to the difficulties, 
thus assuring the tourist of equal 
value for his money in all countries. 
He also urged an_ international 
agreement on rail, air and steam- 
ship charges and inducements of- 
fered the holiday-maker, while 
hotels, restaurants and other estab- 
lishments in Britain “should model 
their tariffs on a strictly competitive 
basis.” 


Propaganda should not be con- 


fined to advertising, publicity and | 
travel 


films, he said, 
scholarships, 


suggesting 


exchange visits by 
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3 Million “Buy-Wise” Families 
For Your Preducts in Prosperous 


AFRO-MARKETS 


*HALTIMORE * WASHINGTON 
*! HILADELPHIA * RICHMOND 
* NEW JERSEY 


‘ow can sell this compact able-to-buy 
arket easily and economically 
‘srough the medium of The AFRO- 
MERICAN Newspapers. Guaran- 
e4 ABC coverage of the fertile 
gro market from New York to 
orth Carolina Culttvate ow 


—_= 
oe 170,000 
we A. B.C. 


Write for a Free Copy 
of our brochure, “New 
Markets to Conquer.’ 


AFRO-AMERICAN Newspapers 
Executive Offices: 


N. EUTAW "7 
econ, 17, Md. 


universities and colleges, inclusion 
of “Come to Britain” literature in 
packages sent abroad; and printing 
of attractive folders in all languages. 
In the past the government has 
authorized $100,000 at the most to 
publicize Britain, a figure which 
Thomas Cook & Son has for years 
surpassed in its own efforts to bring 
people to England from all parts of 
the world. 


Honecker to Rockford 


H. H. Honecker, formerly with 
the Press and Times-Herald, New- 
port News, Va., has joined the 
national advertising staff of the 
Morning Star and Register-Repub- 
lic, Rockford, Ill., succeeding Robert 
L. Matthei, now in the Army air 
service. 


Bendix Boosts McLean 


N. E. McLean, formerly general 
manager of the Philadelphia di- 
vision, has been appointed general 
manager of the Marine Division of 
Bendix Aviation Corporation. His 
former post will be filled by T. W. 
Tinkham, previously general man- 
ager of Bendix Products Division, 
South Bend, Ind. 


Sponsors ‘Counterspy’ 

Lyman Agencies Ltd. has begun 
sponsorship of “Counterspy,” half- 
hour Blue Network program broad- 
cast Mondays at 9 p. m. over Sta- 
tion CFCF, Montreal, on behalf of 
Milton antiseptic, marking the first 
Canadian sponsorship of the pro- 
gram. Ronalds Advertising Agency, 
Montreal, is in charge. 


May Buy Foreign Beer 


The United States has offered to 
buy Venezuela’s exportable surplus 
of beer for United States soldiers 
in Africa, the Office of the Coordi- 
nator of Inter-American Affairs has 
reported from Caracas. The United 
States would cooperate in ixcreas- 
ing beer production by sending ex- 
perts to Venezuela. 


Meyer to WISN 


Robert J. Meyer, recently with 
the OWI in Milwaukee and previ- 
ously on the editorial staff of the 
Wisconsin State Journal, has been 
named promotion manager of WISN, 
Milwaukee. He succeeds Hugh 
O’Malley, who has joined the staff 
of WTAQ, Green Bay, Wis. 
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Neville Organizes 
Own Advertising Agency 


William H. H. Neville, for several 
years vice-president of Stewart- 
Jordan Company, Philadelphia, has 
resigned to organize his own agency. 
His secretary and space buyer for 
the past 25 years is a member of 
the partnership, to be known as 
Neville and Schweiger. Offices are 
in the Lincoln Liberty building, 
Philadelphia. 

Accounts include Suburban 
Square, Ardmore, Pa.; Drexel Insti- 
tute Evening School; Wellington 
Hotel; Woodside Park Amusements; 
Philadelphia Merchants Association; 
Jacobs Bros., pianos; Herbst & 
Klein, jeweler, and Dominic Ve- 
ranti, custom tailor, all of Philadel- 
phia. 


Lit witw An “overtisine /VCOON 


By DAH 
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F055 TELLS DAHL CREATE MAGAZINE 
AD TELLING SToRY OF HERALD -TRAVELER’S 
15 YEARS OF ADVERTISING LEADERSHIP 


HE SARTS 1 PONDER THIS 15 YEARS 
LEADERSHIP BUSINESS JUST AS AIR. 
RAID SIGNAL SOUNDS. 
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HE GETS \DEA BLT AIR RAID WARDEN 
TELLS HIM TS PUT OOT THAT LIGHT. 
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TELLS BOSS HE CAN'T WoRk INA BLACKOUT, 
HES Teo BRILLIANT, SAYS ANYWAY, IF 
HERALDTRANELER IS SUCH A Good MEDIUM 
WHY ADNERTISE IN A MAGAZINE “2 


THE 


BOSS GETS STUFFY, IMPLIES ARTIST SHOULD 

“TEST HERALD-TRANELER RESULTS BY 

PLACING A “POSITION WANTED” AD IN\ 
“THOSE PAPERS . 


HE Do€eS 


RepuieS, BOSS ISDELIGHTED, SAYS THAT 
PRNES YOUCAN SELL ANYTHING THROUGH 
HERALD-TRAVELER ADWERTISING, 


SO AND RECEIVES HUNDREDS OF 


DAAL 


Boston. 


| ormerly a_ space-buyer’s nightmare, 
| Boston “levelled out” more than 15 years 
ago as the Herald-Traveler won and main- 
tained a dominant position in the factors 
that influence media selection. 
when schedules are being made up, it’s 
easy to be right, with the majority of 
national and local advertisers who select 
the Herald-Traveler as No. 1 paper in 
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Co-ops Pool to Buy 
Globe Oil Refinery 


’ Five cooperative wholesales have 
pooled their resources to purchase 
the McPherson, Kan., refinery of 
Globe Oil & Refining Company, and 
have already begun operation of the 
plant under the name of National 
Cooperative Refinery Association. A 
capital outlay of almost $5,000,000, 
including working capital, was made 
by the co-ops. 

Organizers of the co-op organiza- 
tion are co-op wholesales located in 
Superior, Minneapolis and St. Paul, 
Minn., Omaha, Neb., and North 
Kansas City, Mo., which already 
operate four other refineries. Gross 
business of the five wholesales last 
year was $45,000,000. 


Ww Sr EMI 
« THE MAGAZINE 


MOST WANTED 
BY HEADS OF BUSINESS 


Braniff Airways 
Plans Extended 
Postwar Service 


New York, Aug. 11.—Despite war- 
time difficulties, Braniff Airways is 
steadily extending its routes, mak- 
ing it advisable for the company to 
augment its resources by adding to 
its capital, T. E. Braniff, president, 
asserted here last week in a letter 
to stockholders in connection with 
a special meeting which has been 
called for Aug. 19 at Oklahoma 
City, Okla. 

The Civil Aeronautics Board has 
recently authorized the company to 
extend its services from Amarillo, 
Tex., to Denver, via Pueblo and 
Colorado Springs, and from San 
Antonio to Laredo, Tex., and opera- 
tion of these routes is expected to 
begin promptly. Mr. Braniff out- 
lined the three main forms this fur- 
ther growth is expected to take as 
follows: 

1. Additional extension of do- 
mestic routes and service is con- 
templated. The company has pend- 
ing before CAB applications for 
various extensions of its service 
and other applications are in the 
course of preparation and will soon 


be filed with the board. 

2. An intensive program is 
planned for the development of a 
comprehensive system-of trade-area 
feeder lines at the earliest practical 
time. 

3. Besides its domestic services, 
Braniff is interested in adding 
international routes to the Panama 
Canal Zone; to the Caribbean 
islands; to South America and 
across the Atlantic Ocean to Eu- 
rope. Applications covering these 
routes are in process of preparation. 


Stock Increase Proposed 


At the special meeting, stock- 
holders will be asked to authorize 
an increase in the company’s com- 
mon stock from 400,000 to 1,500,000 
shares. The management proposes 
to use part of the new shares as a 
stock dividend and has entered into 
an agreement with F. Eberstadt & 
Co., subject to approval of the 
stockholders of the company of the 
increase in capital, for the sale of 
400,000 shares of common stock. 

Although present plans may be 
altered in some respects, the com- 
pany currently contemplates possi- 
ble expenditures of approximately 
$5,000,000 as follows: 

1. For replacement of equipment 
requisitioned by the Army; for the 
purchase of additional equipment 
necessary to meet traffic require- 
ments on the present and proposed 
domestic main line routes and for 
modernization of ground and com- 


a ee 


munication equipment on present 
domestic main line routes, $2,000,- 
000. 

chase of equipment 
incident operation of proposed 
trade-area feeder system, $1,000,- 
000. 

3. For purchase of equipment 
required for the initiation of oper- 
ations on the proposed foreign 
routes, $2,000,000. 

Braniff now operates an air trans- 
portation service between San An- 
tonio and the Canal Zone for the 
transportation of military cargo, 
mail and personnel; does post- 
graduate training of army pilots, 
mechanics and radio operators; re- 
pairs and maintains military air- 
craft and performs special transport 
missions for the Army. 

Stockholders will be asked to 
approve an increase in the number 
of directors of the company from 
5 to 9. Stockholders of record on 
July 19, 1943, will be entitled to 
vote at the special meeting of stock- 
holders on Aug. 19. 


Leaves ‘Hospitals’ 


Hubert J. Mayrand, for the past 
eight years advertising manager of 
Hospitals, Chicago, and before that 
with George Batten Company and 
the New York office of Modern 
Hospital, has resigned to establish 
his own office in New York as a 
consultant on the advertising prob- 
lems of hospital supply firms. 
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There comes a time when every new offering to 
the public awaits its verdict. The dealers have 
been stocked. The season has started. But are 
the dealers advertising it—using your mats— 
giving it local newspaper advertising? 


ACB’s Mat Analysis Reports will tell you. If 
the reports are favorable, you can lay in more 
materials. If unfavorable, you can work on the 


dealers. 


Mat Analysis is one of 12 ACB Newspaper Re- 
search Services. ACB reads the national and 
local advertising appearing in every daily news- 
paper published. You merely tell ACB what you 
want to know. They sift it from the multi-mil- 
lion columns of 1,821 daily papers . . . tabulate 
it .. . furnish you supporting tear sheets. 


Several hundred of the big names in merchan- 
dised products regularly receive ACB Reports. 
And so do may of the aggressive smaller com- 
panies. For“ACB Reports are quite moderate 
in cost. You can buy them nationwide or for 
. . continuous or periodic. 


localities . 


Some of these Services are described briefly in 
the adjoining column. Our free catalog dis- 
cusses them fullyy, For immediate quotations, 


NEW YORK, 79 Madison Avenve -« CHICAGO, 538 South Clark Street - SAN FRANCISCO, 149 New Montgomery Street 


Accorowse 70 ACB Reports 


, Gur customers apparently 


specify information wanted and from what areas 
—then write or phone your nearest ACB office. 


ACB RESEARCH SERVICES 


Dealer Tie-In Reports. Checks dealer cooperation on your 


brand and/or your competitor’s brand. 


Tear Sheet Service. Full tear sheets supplied on competitive 
national, or your own or competitive dealer advertising. 


Schedule Listings. Daily review of any new schedules or in- 


sertions appearing in daily newspapers. 


Unduplicated Copy Service. Gives you, as they appear, 


new copy themes—new products—-uses 
manufacture, advertising, selling. 


new ideas for 


Advertising Allowance Service. Verifying insertion, size 


and rates on each paper claimed. 
ers and manufacturers alike. 


Ale@ coc 


Recommended by deal- 


. . various other services requiring research on 


national or local advertising appearing in any of the 
1,821 daily newspapers published. Free: Catalog of ACB 


Research Services. 


“The 


ADVERTISING 


| 
| CHECKING BUREAU 
i 
| 


bs. 


INC. 
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No Mention of 
Ad Costs at Fina! 


Airline Hearing 


Washington, D. C., Aug. 10 -The 
Civil Aeronautics Board ios, 
wound up hearings in the c: se ¢ 
Chicago & Southern Air Line mai] 
rates, but did not probe f:rthe, 
into the well-publicized issue of aq. 
vertising costs. CAB had alle, 
Chicago & Southern to show cays 
why its mail rates should not be ro. 
duced, and had held that the air. 
line had spent too much on 2é dyer. 
tising last year. 

The airline’s “advertising an, 
publicity costs should not excee, 
$40,000 annually,” the board hag 
stated, but later pointed out tha 
this criticism of advertising ex. 
penditures was not binding on fy. 
ture promotion expenses. 

Advertising was not mentioned a 
all at today’s hearing. A decision 
in the case is expected shortly. 


Northeast Airlines 
Publishes First 


Aerial Newspaper 


Boston, Aug. 11.—Canada-bound 
passengers of the Northeast Airlines 
Flight No. 4, flying 3,500 feet above 
Gloucester, Mass., this week were 
handed the initial edition of the 
“Minute Man,” probably the world’s 
first aerial newspaper, according to 
airline officials. The newspaper con- 
tained last minute national and 
international news furnished by the 
Esso Reporter. 

Editions, produced simultaneously 
at all the airline’s commercial ter- 
minals throughout New England 
and Canada, are relayed by plane 
to Northeast’s stations in the Arctic 
and across the North Atlantic. Up- 
to-the-minute mews coverage is 
obtained through closest coordina- 
tion of communication facilities, 
and editions tie in closely with 
flight schedules. 

Commenting on the “Minute 
Man,” vice-president Milton H. An- 
derson said, “In my opinion this is 
but a forerunner of complete news 
services which will be available on 
all airlines after the war. Consid- 
ering the remarkable strides which 
have been made in communications 
and electronics within the past few 
years, it is certainly not too much 
to expect that in the peaceful future 
our trans-oceanic planes will carr) 
news-printers operated by radio 
impulse.” 

Designed and mimeographed by 
Northeast’s public relations depart- 
ment, the “Minute Man” is pro- 
duced in conjunction with the Ess 
Reporter and the Colonial Beacon 
Oil Company. 


Reed to Start 
New Shoe Series 


E. P. Reed & Co., Rochester 
N. Y., women’s shoe manufacturer, 
will begin a new advertising series 
'this month featuring the new fall 
styles of their Matrix and College- 
bred shoes. 

The campaign will run in 125 
newspapers in 60 key cities, wit! 
the magazine schedule calling fo! 
insertions in Harper’s Bazaar, Life, 
Mademoiselle and Vogue. Geyer, 
Cornell & Newell, New York, 
handles the account. 
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Fort Custer, Kellogg Army / 

Base, Percy Jones General He 

pital — and 4 Coast Gua’ 

Camps in Battle Creek make 

one of the nation’s outstandin 
military centers. 

Civilian population — 67,77 


THE BATTLE CREEK 
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ALLEN-KLAPP CO. Mew York - Chieuge : £ 
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ANOTHER CUP 


With the discontinuance of coffee ra- 
tioning, Taystee bread released this 
2/0-line advertisement to newspapers of 
about 30 metropolitan markets. Camp- 
bell-Mithun, Chicago, is the agency. 


GMA Maps Co-op 
Grocery Industry 


Advertising Drive 


New York, Aug. 12. — A new 
cooperative advertising campaign 
has been added to those already in 
the making, a campaign for the 
food industry sponsored by the 
Grocery Manufacturers of America, 
with headquarters here. Two other 
large industry programs being 
formed are those of the Can Manu- 
facturers Institute (AA, Aug. 2) 
and Bituminous Coals, Inc. (AA, 
June 28). 

The GMA has appointed an or- 
ganization committee of three out- 
standing leaders in the food field, 


James S. Adams, president of 
Standard Brands; Alfred W. Eames, 
president of California Packing 


Corporation; and H. J. Heinz II, 
president of H. J. Heinz Company. 

A program committee of sales 
ind advertising executives is now 
being formed which will determine 
whether the program will be a 
separate effort collecting its own 
fund and buying its own advertis- 
ing, or whether the food story will 
be worked into the manufacturers’ 
wn advertising. 

It is understood that the first job 
to be undertaken will be to conduct 
surveys within the industry and 
mong the public to determine what 
theme or themes should be empha- 
sized. 

There has been much confusion 
in the public mind in relation to 
food supplies, it was pointed out, 
and there are many topics on which 
the public needs information, such 
as whether quality has deteriorated 
under war conditions, whether 
more shortages are likely to occur, 
prices, etc. 

“We want to know what infor- 


sa 


"i FR 
ynion Shin 


The economical” name ie 
* quality .thin, paper, now 
serving Uncle Sam and war 
industries. 


_ PAPER COMPANY 
MASSACHUSETTS 


MILLERS F 


MILLERS F LLs, 


mation the public wants and needs,” 
a GMA spokesman said. “Our aim 
is sOlely to give information. We 
have nothing to sell.” 

It was learned that early con- 
ferences indicate that the central 
advertising pool idea is being con- 
sidered, but that the plan of incor- 
porating the information in manu- 
facturers’ existing schedules is 
generally favored. 


Issues New House Organ 


Victor Equipment Company, San 
Francisco, has issued the first num- 
ber of a new house organ called 
“Victor Torch Talk,” planned to 
help stimulate cooperation among 
new employes, tell workers how 
the products they make help in the 
war effort, and give them facts 
about their industry and about their 
company. 


Storer Asks Station 


George B. Storer, Detroit, presi- 
dent of Fort Industry Company, 
Toledo, which operates six stations 


in Ohio, West Virginia and Georgia, | = 


has filed application with the FCC 
for permission to operate a radio 
station in Detroit, using 50,000 
watts on the 1220 band. Mr. Storer, 
now a lieutenant-commander in the 
Navy, formerly operated three De- 
troit radio stations—WXYZ, WJBK 
and CKLW. 


Spach Joins Devine 

Lee J. Spach, formerly with the 
Chicago office of the New York 
Journal and more recently with 
I. A. Klein, Inc., New York, has 
joined the western sales staff of 
J. J. Devine & Associates, publish- 
ers’ representative. 


Admen in the 
Armed Forces 


35 


| the public relations department of 
the RCAF. 

William Bernbach, in charge of 
publicity for William H. Weintraub 
Company, New York, has been in- 


John M. Huggett and William E. 
and | 
Robert C. Alberts, associate director 
of the publicity department, are on 


Pensyl, account executives, 


ducted into the Army. 

Charles Leonard Pfeiffer, vice- 
president, Richard Hudnut, has been 
appointed a major, special reserve, 
U. S. Army. 

Joseph Gasparino, in the public 


leave from Ketchum, MacLeod &| relations department of N. W. Ayer 
Grove, Pittsburgh, to serve in the| & Son, Philadelphia, has left to en- 


armed forces. Mr. Huggett is 


Army. 


C. H. Hutchings, copywriter of 
the Toronto office of Cockfield, 
has enlisted in the 
is 
After 
completion of an officer’s training 
course he expects to be assigned to 


Brown & Co., 
Royal Canadian air force, and 
stationed at Lachine, Que. 


in 
the Marine Corps and Mr. Pensyl 
and Mr. Alberts have joined the 


ter the Army. 


Vogel in New Post 


George J. Vogel, who resigned 
July 31 as director of transcriptions 
for the Office of the Coordinator of 
Inter-American Affairs, has joined 
the staff of Publicity Associates, 
New York, public relations and 
radio organization. 


Tha Citicl tre Unanimous 
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OKLA ei, - site 


“The expansion of our population in the imme- 
diate area of Oklahoma City indicates that our 
population as of September 1, 
tween 255.000 and 260,000. 


. tion indicates 


” 
or more. 


—ROBERT A. HEFNER, Mayor. 


a year-end total of some 270,000 


1943, will be be- 


The same informa- 
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Just as “Oklahoma!” has hit the fancy of New York theater 


goers so will the constantly growing Oklahoma City market give 


merchandisers something to think about during the coming 


months. 


Oklahoma City hit top honors in the nation in June depart- 


ment store sales increases over a 
73%. 


Its months of greatest expansion 


year ago with a record gain of 


It led the U. S. for the first 6 months with a 58% gain. 


lie ahead. 


Make the most of your opportunity by planning summer and 


fall schedules today in the area’s two great newspapers, the 


Oklahoman and Times. 


THE DAILY 
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Denver (Affiliated Management 


UKLAHOMAR 


THE OKLAHOMA PUBLISHING COMPANY 


OKLAHO 


PITY TIMES 


Couoral 


rHe Katz AGENCY 
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Pillsbury Expects 
Ready Market for 
Postwar Products 


Minneapolis, Aug. 10.—Research 
facilities of Pillsbury Flour Mills 
Company now are devoted largely 
to development of products for the 
armed forces, and some of these 
preducts “will have a ready market 
after the war,” stockholders were 
told this week in the company’s 
annual report. 

Pillsbury, the company president, 


"No Burton Browne élien 
Elias a competito# wit 
etter advertising” o 


Philip W. Pillsbury, reported, in| 


addition is continuing to coordinate 
its research activities in the labora- 
tories here, in universities, and else- 
where, “toward winning the war, 
and when time allows, into the 
pattern of our thinking toward the 
postwar years.” 

Pillsbury advertising to maintain 
and increase consumer demand, the 
company recounts, has achieved 
high honors during the year. Ac- 
cording to one survey of newspaper 
advertising, the company’s “Flour 
Sifter” advertisement, the first of a 
new series, was judged the best 
food copy during May. It also was 
named among the 50 outstanding 
advertisements contributing to the 
war effort, by a business magazine. 


Gets High Ratings 


“An independent research organi- 
zation has placed recent Pillsbury 
recipe-type advertising in the top 
rank of the food industry,” the 
report said. “Still another inde- 
pendent organization which pro- 
fessionally rates all mewspaper 
advertising—not only of foods but 
of all products—ranks Pillsbury’s 
newspaper advertising second high- 
est of all campaigns conducted from 
October 1942 through June 1943. 
Advertising of 790 companies was 
examined.” 

Net earnings of $1,170,616, after 
deduction of all charges, were re- 
ported, equal to $2.13 a share *as 
compared with $1.89 last year and 
$1.47 for the previous year. 


Endorsing the government's new 
proposals looking toward higher 
| levels of flour enrichment as a part 
|of the national nutrition program, 
| Mr. Pillsbury said: “With enrich- 
| ment levels practically doubled, an- 
| other important milestone in the 
long history of milling and of flour, 
our basic food, will be achieved. 
This improvement in wheat flour 
and related products is typical of 
the advances in the types of foods 
the company is producing today— 
essential foods which help maintain 
the health, morale and stamina of 
our people on the home front, in 
our armed forces and among our 
allies.” 


Pepsi-Cola Co.—For six months 
ended June 30, 1943, net earnings 
$3,123,000; for like 1942 period, $3,- 
043,000. 

Phelps Dodge Corp. — For six 
months ended June 30, 1943, net 
earnings $6,777,739; for like 1942 
period, $5,532,999. 

Procter & Gamble—For the year 
ended June 30, 1943, net earnings 
$20,677,054; for preceding year, 
$21,469,214. 

Pure Oil Co.—For six months 
ended June 30, 1943, net earnings 
$5,600,000; for like period in 1942, 
$6,782,000. 

Quaker State Oil—For the quar- 
ter ended June 30, 1943, net earn- 
ings $298,626; for like 1942 quarter, 
$252,200. 

Radio Corp. of America—For the 
quarter ended June 30, 1943, net 


earnings $2,323,883; for like 1942 
quarter, $2,329,283. 

Remington Rand—For the quar- 
ter ended June 30, 1943, net earn- 
ings $813,595; for like 1942 quarter, 
$796,542. 

Robert Gair Co.—For six months 
ended June 30, 1943, net earnings 
$414,410; for like 1942 per'od, $513,- 
891. 

Ruberoid Co.—For the quarter 
ended June 30, 1943, net earnings 
$102,204; for like 1942 quarter, $79,- 
302. 

Sharp & Dohme—For the quarter 
ended June 30, 1943, net earnings 
$427,905; for like 1942 quarter, 
$433,539. 

Simmons Co.—For six months 
ended June 30, 1943, net earnings 
$1,111,739; for like 1942 period, 
$1,871,203. 

Simonds Saw & Steel—For six 
months ended June 30, 1943, net 
earnings $823,077; for like 1942 pe- 
riod, $733,415. 

Dow Chemical Co.—For the fiscal 
year ended May 31, 1943, net earn- 
ings $8,225,301; for preceding fiscal 
year, $9,221,486. 

E. I. duPont de Nemours—For 
the quarter ended June 30, 1943, 
net earnings $14,816,186; for like 
1942 quarter, $11,643,287. 

Erie R. R. System—For six 
months ended June 30, 1943, net 
earnings $5,601,953; for like 1942 
period, $6,190,491. 

F. G. Shattuck Co. — For the 
quarter ended June 30, 1943, net 


Topics of high public interest give 


A DETAILED SCENA 


by random shots. 


SOMETIMES existing photographs are best-suited to 
part of the story, but almost always special pictures 


must be made. 


RIO is prepared in advance, 
when Parade undertakes one of its pre-edited picture- 
stories. Nothing is left to chance. Nothing is wasted 


PHOTOGRAPHS can’t help turning out as planned, for 
every position, every facial expression, every compo- 
sition of elements, has been pre-edited! 


PARADE CASTS these special ollyy 
casts for types. This wounded soldier, taking a sulfa pill, is all 


torial technique. 


wounded soldiers! 


pictures as carefully as Ho 


Be Hee MIRACLE of the Sulfa Drug” 
rated very high in Parade’s continu- 
ous surveys of public interest. So it 
offered a splendid chance for a typical 
pre-edited picture-story by applying this 
unique phase of Parade’s exclusive edi- 


All creative people in Advertising, 
constantly striving for high readership, 
will find interest in a careful study of 
these explanations of Parade editorial 
formula. Are you following them? 


llywood 


oe 


FAST, terse captions blend and synchronize with pictures—producing 
down-to-earth features of universal appeal. Result: Top readership of 
all magazine sections! Next month: More Parade editorial secrets. 
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GONE TO WAR 


Beer and the 
War Effor: 


[ A Statement by George F. Trommer, Presic. ») J 


of The Trommer Breweries 


tt has been truly said thar “morale is made up of 2 lor 
lietle things”, moc the least of which are beverages « 
moderation such as beer. Our government has, therefor: 
directed the brewing industry to set aside an increased 
share of its beer production for our fighting men Nec« 


sarily this means less Trommer's for civilian consumpoor 


To offset this reduction in civilian supply, we have 
decided to temporarily disconnmuc the sale of Tromme; 
Beer m some of our important but distant termine: 
This action has also been taken to give even more help 
the navonal transporiatioe problem 


In spate of thes action, however, you may from time + 
tume find your dealer unable to supply you wth Tromme, 
Beer. But if and whee this should occur, I know that you 
will find satisfaction, with ws, im the fact that your glass of 


Trommer's has gone off io war to bring refreshment wo 


our hghung men 
F rma: 
lat 


SREWERIES AT BROOKLYN. N ¥ 


E34 


ise’ ee 


JOUN F TROMMER, INC 


This copy, signed by the president of 
‘John F. Trommer, Inc., Brooklyn brewe; 
explains the company's decision to dis. 
continue, temporarily, the sale of it; 
product in some distant territories. Ap 
increased share of the industry's pro. 
duction for our fighting men, the state. 
ment says, “means less Trommer's fo; 
civilian consumption.” 


earnings $290,505; for like 194) 
quarter, $171,267. 

Freuhauf Trailer—For six months 
ended June 30, 1943, net earning; 
$829,339; for like 1942 period, $635. 
991. 

General Baking—For 26 week: 
ended June 26, 1943, net earning: 


$843,562; for like 1942 period 
$802,281. 
General Cable Corp.—For six 


months ended June 30, 1943, ne 
earnings $1,041,888; for like 1942 
period, $1,367,623. 

General Foods Corp.—For six 
months ended June 30, 1943, net 
earnings $6,216,531; for like 1942 
period, $5,667,035. 

General Motors—For six months 
ended June 30, 1943, net income 
$69,390,195; for like 1942 period 
$47,843,209. 

General Outdoor—For the quar- 
ter ended June 30, 1943, net earn- 
ings $285,824; for like 1942 quarte: 
$476,558. 

General Printing Ink—For six 
months ended June 30, 1943, net 
earnings $290,520; for like 1942 
period $213,007. 

Great A & P Tea Co.—For the 
year ended Feb. 28, 1943, net earn- 
ings $11,526,678; for the preceding 
year $16,744,222. 

Hamilton Watch—For six month: 
ended June 30, 1943, net profit 
$262,121; for the like 1942 period 
net loss $38,661. 

Inland Steel—For the quarte 
ended June 30, 1943, net earning 
$3,011,333; for like 1942 quarter 
$2,782,391. 

Int’l. Business Machines—For six 
months ended June 30, 1943, net 
earnings $4,953,273; for like 1942 
period, $4,663,006. 

International Silver — For the 
quarter ended June 30, 1943, net 
earnings $232,476; for like 1942 
quarter, $221,854. 

Jones & Laughlin Steel—For six 
months ended June 30, 1943, net 
earnings $4,810,617; for like 194 
quarter, $4,930,470. 

Kimberly-Clark Corp.—For the 
quarter ended June 30, 1943, net 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


* *& THE & * 


JOURNAL - COURIER 
NEW HAVEN, CONN. 
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Advertising Age, August 16, 1943 
ear! ngs $559,118; for like 1942 
$484,358. 


a mbert Co.—For six months 
ended June 30, 1943, net earnings 
¢1.108,738; for like 1942 period, 
780.517. 

Fe jose - Wiles Biscuit — For six 
‘hs ended June 30, 1943, net 


on ngs $674,908; for like 1942 
ser iod,, $639,505. 
tae Field & Co—For six 


,ths ended June 30, 1943, net 
ngs $1,964,845; for like 1942 
d, $1,958,993. 
nneapolis-Honeywell—For six 
hs ended June 30, 1943, net 
ngs $1,425,789; for like 1942 


period, $1, 105,958. 

Mohawk Carpet Mills — For six 
mon.hs ended July 3, 1943, net 
earr ngs $785,827; for like 1942 
period, $866,114. 

M Call Corp.—For six months 
ended June 30, 1943, net earnings 
$656,307; for like 1942 period, 
$420, 570. 


Nash - Kelvinator — For quarter 
.. d June 30, 1943, net profit 
$809,088; for like 1942 period, 
$811,047. 

United States Steel — For six 
months ended June 30, 1943, net 
income $31,086,053; for like 1942 
period, $33,866,907. 

Borg-Warner Corp.—Net income 
for six months ended June 30, 1943, 
$4,665,477, compared with $3,986,- 
366 in the same 1942 period. 

Columbia Broadcasting System— 
Net income for six months ending 
July 3, 1943, $2,204,499, compared 
with $2,005,910 in the six months 
ending July 4, 1942. 

Crosley Corp.—Net profit for the 
first half of 1943, $2,654,135, com- 
pared with $381,961 in the 1942 
period. 
Household Finance Corp. — Net 
income for the year ended June 30, 
$5,032,424, compared with $5,092,- 
928 in the like 1942 period. 

Sun Oil Co.—Net income for the 
aA months ended June 30, $5,711,- 
593. 

Scott Paper Co.—Net earnings for 
six months ended July 3, $793,864, 
compared with $837,891 for six 
months ended July 4, 1942. 

National Biscuit Co.—For the 
quarter ended June 30, 1943 net 
earnings $2,526,447; for like 1942 
quarter, $2,062,249. 

National Gypsum—For six months 
ended June 30, 1943, net earnings 
— for like 1942 period, $401,- 
053. 

National Lead Co. — For 
months ended June 30, 
earnings $2,248,954; 
period, $1,977,827. 

National Supply Co. — For six 
months ended June 30, 1943, net 
earnings $2,509,200; for like 1942 
period, $1,443,056. 

Nehi Corp.—For six months ended 
June 30, 1943, net earnings $421,984; 
for like 1942 period, $411,815. 

N. ¥. Central System—For six 
months ended June 30, 1943, net 
earnings $32,023,243; for like 1942 
period, $16,619,907. 

Norwich Pharmacal Co.—For six 
months ended June 30, 1943, net 
earnings $398,610; for like 1942 pe- 
riod, $330,684. 

Otis Elevator Co.—For six months 
ended June 30, 1943, net earnings 
$1,701,950; for like 1942 period, $1,- 
575,507. 

Paramount Pictures—For six 
months ended July 3, 1943, net 
earnings $7,387,000; for like 1942 
period, $5,823,000. 

Parke, Davis & Co.—For six 
months ended June 30, 1943, net 
earnings $3,905,704; for like 1942 
period, $3,149,165. 
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Molor West 


A ‘omotive Trade Authority of the Pacific Region 
& 


For 37 Years has been the means 
of Automotive Sales Promotion 
in the Nation's 


MOST MOTORIZED SECTION 


... the Pacific Far West 


@ Far Westerners have the 
highest average Buying Power 
found in any section of the 
nation. ... 

@ Ratio of Cars and Trucks 
owned per 1,000 of popule- 
tion here exceeds that in any 
other section. 


TOR WEST Advertising is the means for 


moting the — —¥ and sale of 
vice Parts Shop Tools and Ma- 
nery .. . Car Accessories . . . Auto- 
biles . . . Motor Trucks . . . in the 


“ific and Mountain States during 1943. 
_—_——_ = 

MOTOR WEST PUBLISHING CO. 
3 Rives-Strong Bldg. Los Angeles, Cal. 


John Louis Resigns 
War Finance Post 


John L. Louis, vice-president of 
Needham, Louis & Brorby, Chicago, 
who recently accepted a post as 
assistant national director of the 
war finance committee, Treasury 
Department, Washington, D. C., has 
resigned and returned to his former 
position with the agency. 

Mr. Louis, while serving with the 
committee, was in charge of adver- 
tising and promotion of war bond 
and stamp sales. 


Plowman in New Post 


Francis W. Plowman, former 
manager of distribution research 
for St Paper Company, Chester, 
Pa., been named general sales 
manager and a director of the com- 
pany. 


‘Postwar World’ 
Shown in Book 
by ‘Better Homes’ 


Des Moines, Ia., Aug. 11.—To 
show advertisers and agencies how 
Better Homes & Gardens is con- 
tributing to wartime morale while 
at the same time fighting inflation- 
ary spending and aiding the sale 
of war bonds, the publication has 
just issued “Your World of Tomor- 
row,” a book reprinting material 
from the last 12 issues which fea- 
ture predictions of things to come 
and their effects on family living in 
the postwar world. 

The series on “things to come” is 
a continuing one, to cover ulti- 
mately ever¥ aspect of the subject 
—homes, home equipment, recrea- 


tion, travel, health, education, 
transportation, clothing and fur- 
nishings. The background material 


is being gathered through personal 
interviews with people who are 
actually doing research work in the 
laboratories of industry. 

In addition to the “Your World 
of Tomorrow” book, Better Homes 
& Gardens has released books on 
meat extenders, gardening, home 
maintenance end food preservation. 
For the remainder of the year, the 
magazine will issue one book each 
month to show the editorial job 
being done on recreation at home, 
heating, family relations, child care 
and training, etc. 


Estes Leaves WHN 


Bernard Estes, director of pub- 
licity and special events for WHN, 
New York, has resigned. 


37 
Names Emil Mogul Co. 


Emil Mogul Company, New York, 
has been appointed to handle ad- 
vertising for the newly formed Mt. 
Eden Wine Company, New York, 
made up of principals of the San 
Gabriel Wine Company and Sebas- 
tiani Wine Company. Currently 
using local spot radio, plans being 
formulated call for a substantial 
increase in advertising, with inser- 
tions breaking in a list of business 
papers in September issues. 


IT GETS RESULTS 


Mail Order buyers—over 760,000— 
look to Popular Science every 
month for the best classified offers. 
Your ad here will bring you profit- 
able business at low cost. Only 35c 
a word. Write for free Classified 
booklet A-12. 


POPULAR SCIENCE 


355 Fourth Ave. 
New York City 


“KNEE DEEP.” 
By CLYDE BROWN 


Te 


WORK Does the Job 


tn Prarie Parmer Laud! 


ODAY more than ever before, 
teamwork is effectively doing the 
great job of farming in Prairie Farmer 
Land. Teamwork of families .. . of 


neighbors — all united in a common 
cause: to produce the food for win- 
ning the war... and writing the peace. 
There’s another kind of teamwork, 


Use the Combination - 


4) patare] !anMER 


BURRIDGE D. BUTLER 
Publisher 


ed 


families working on 


Since 1841 


too, that produces results in this great 
Midwest market . . . Prairie Farmer 
and WLS! Each is a powerful selling 
medium in its own right. Combined, 
they exert an unmatched influence on 
the buying habits of the prosperous 


farms and in 


cities throughout Prairie Farmer Land. 
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Higgins to Linton & Co. 


Harold Higgins, formerly with 
Paul H. Raymer & Co., New York, 
has joined Ray Linton & Co., New 
York radio station representative. 
Mr. Higgins will be in charge of 
the Chicago office while Ray Linton 
will run the eastern office. Station 
WAIT, Chicago, has appointed the 
company as its national sales rep- 
resentative. 


Diorama Expands 

The Diorama Corporation of 
America, New York, has moved to 
larger quarters at 410 E. 91st St., to 
handle an increased volume of war 
work in the fields of scale models 
and imdustrial relations exhibits. 


Bg fre of reader. response ‘ 


TOOL & DIE JOURNAL 
2462 Fairmount Blvd + Cleveland, Ohio | 


Sales Promotion 
Kit for Kimsul 
Sparks Campaign 


All-Out Help for 
Dealers Planned 


by Kimberly-Clark 


Neenah, Wis., Aug. 11.—Arming 
distributors and dealers with its 
first all-inclusive sales promotion 
kit on Kimsul insulation, Kimberly- 
Clark Corporation has launched an 
aggressive drive to build year- 
’round sales of this material. 

The promotion ties in with the 
government’s current campaign, 
through the Office of War Informa- 
tion, to get home owners to winter- 
| ize their homes as a vital fuel con- 
|servation measure, but it also is 
aimed at the postwar years when 
Kimsul can be used in new con- 
struction as well as in existing 
homes. 

Fifty thousand four-page letters 
have been mailed out in recent 
weeks to active and prospective 
dealers by the 69 Kimsul distrihy- 
tors, outlining the plan. Dealers 
are reminded that rationing of all 


fuel next winter is now a certainty 
and that the government is again 
urging home owners to _ insulate 
their homes now rather than wait 
until the fall or winter months. 


Non-Critical Line 


“You know that house insulation 
is still one of the few non-critical 
lines of merchandise that you can 
sell along with other fuel conserva- 
tion items,” the dealers are told. 
“And you know that FHA has 
made it possible to finance insula- 
tion of existing houses now, with 
no down payment. In fact, first 
payment can be made as late as 
Nov. 1, 1943.” 

These features of the compressed 
blanket insulation are cited: its low 
delivered cost provides an attrac- 
tive profit margin; it is packaged in 
compressed rolls and saves in han- 
dling and storage; it is “the only 
insulation on the market packaged 
for over-the-counter, carry-it-home 
selling”; and any home owner can 
install it. 

Inside pages of the letter show 
some of the sales promotion helps 
offered the dealer in the free unit 
package which is sent with orders 
of Kimsul. These include home 
owners’ booklets, summer and win- 
ter envelop stuffers, “How to Keep 
Warm” booklets, specification 
sheets, summer window streamers, 
two displays, attic instruction fold- 
ers, contractors’ folders, military 
hut folders, newspaper advertise- 
ment mat sheet and mat of one ad, 
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THAT’S TODAY'S NEW soutnu 


Bayonets for the heart of the Axis, shells for the guns of 
the Allies, giant bombers and fighter planes to drive the 
enemy from the skies, and myriads of other tools for war 
and for peace pouring forth from a multitude of roaring 
- that’s today’s new South! The 
hands of millions of Southerners are turning the wheels of 
Those same hands still get 
together around the barbecue pit when the time for relaxa- 
tion and enjoyment comes. The Southland lives at home, © Holland's Magazine is devoted to Southern homes 


and more than one-half million Southern fam- 
ilies are devoted to Holland's. 


modern plants 


the South’s new industries. 


entertains at home and loves its homes 


its new fownd wealth will be spent. Holland’s Magazine is 
- it is the magazine of 
the leading families of the South. Holland’s alone reaches 
deep into the heart of more than one-half million Southern 
homes. For every kind of accessory and necessity for the 


the magazine that sells the South 


home and family today’s South is a new market, a richer 
market, a market with a future— 
test it with Holland’s Magazine. 


and now is the time to 


skilled 4 


and that is where 


dwellings. 


\ 


In Today's New South 48°% More Readers 
Read Your Ad in Holland's Than in Leading 
National Magazines* . 


@ 72% of Holland's readers own their own homes. 


78% of Holland's readers live in single family 


@ 88% of Holland's families have children. 


© 78% of the entire family in the new South read 
Holland's. (4.2 readers per copy.) 


> 


. and Here's Why! 


*In proportion to circulotion, according 
to L. M. Clork Reoder Interest Survey j 


TEST TODAY'S NEW SOUTH NOW, WITH 


Hollands 


The Magazine of the New South 


52 VANDERBILT AVENUE, NEW YORK 
West Coos! Representotives: SIMPSON -REILLY, 


75 EAST WACKER DRIVE, 
LTO., RUSS BUILDING, SAN FRANCISCO 


DALLAS 
TEXAS 


CHICAGO + 205 


GLOBE-DEMOCRAT BUILDING, ST 
GARFIELD BUILDING, 


tours 
1OS ANGELES 


| stores, 
| music 


TO HOME OWNERS 


roars | 


Don't waste precious feel by waiting . « KIMSU1*tnsulate your 
attic new! You'll he ansezed at the fuclaaving and oumlort. And 
KIMSUL Insulation ix a* rary to 


inatall ae rolling out » rag! Do it 
yourself! No expericors needed. See your dealer today. Cert a from ests 
mate on clean, offwient, low-cost KIMSUL for your home 
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Cay owe | 


RIMS! Lerman acest wats Remlnarty 4 hee lads 


Starting in September issues of national 


hard in the home insulation market, urg- 
ing owners to do their own work and 
offering a free folder of instructions. 


publicity stories and spot radio an- 
/nouncements, and Kimsul scratch 
pads. 


Radio, Music Stores Sell 


The company sent out broadsides 
two years ago to attract new deal- 


age is its most ambitious undertak- 
ing in the insulation field. Outlets 
now include lumber and hardware 
dealers, appliance and department 
and even radio shops and | 
stores which are casting | 


| about for likely items to fill vacant | 


| shelves. 


|to the North and West, 
| South sticking to regular channels. 


| ular Kimsul distributors. 


The latter out-of-the-or- | 
dinary retail channels are confined 
with the 


There are no direct company-dealer 
deals, with all selling through reg- 


Much of the new sales promotion 
material stresses the space-saving 
feature of the insulation material. 
Folders prepared for contractors 
show a typical dealer’s warehouse | 
stock, with 25,000 square feet of| 


| magazines, Kimberly-Clark Corp. will hit fr-oon 


| 
| 
| 
| 
| 
| 


|ful and Small 


. 4 |folder is featured, with a coupor 
/ers but the new kit and unit pack-| 


ire 


Advertising Age, August 16 (943 


Kimsul in compressed rolls o. 
ing space of only 12x 12x 5! 
For installation, the blanket 
panded 5% times packaged 

Another strong selling p 
the wartime use being m 
Kimsul in fully insulating n.  t,,, 
huts built by the Stran-St« 
vision of Great Lakes Stee) 
poration, Detroit. The pre aby. 
cated military huts are used i. pot, 
Arctic and “oven” temper. ure; 
Each requires 1,512 square fet og 
Kimsul, making this wartime jp. 
sulation task the biggest ins» \atio, 
job in history, the company . tates 

Included in the new kit ¢ the 
booklet, “How to Keep Warn wit 
Less Fuel,” which won commends. 
tion last year from the gover men; 
by pointing out that other tynes o 
insulation material might be bette, 
adapted to some homes, and hic} 
went so far as to name these prog. 
ucts and their manufacturers (44 
Nov. 9, 1942). 

The government, which has bee, 
using radio, newspapers, poster: 
and other media to encourage home 
owners to insulate now, has added 
an extra radio week, the week of 
Aug. 9, to the “Prepare for Winter 
Now” campaign, and this theme 
will be carried over more than 89 
radio stations alone. A packet con. 
taining mats for six 600-line ad. 
vertisements, with suggested dealer 
tie-in ads, also has been prepared 
for newspaper use. Direct mail 
folders are being distributed | 
home owners, and the Retailers 
War Campaigns Committee ha; 
urged more than 100,000 stores t 
tie in with the promotion this 
month, including window displays 
advertising, etc. A government 
poster, urging “winterproofing” of 
homes to prevent heat loss, advises 
consumers to act now while me 
and materials are available. 

Kimberly - Clark, which has beer 
running copy aimed at the “sum- 
;}mer heat” market, will swing int 
its winter series with the September 
of American Home, Better 
Homes and Gardens, House Beauti- 
Homes Guide. It 
urges the home owner to do as 
much of his own work as possible 
because of the current manpower! 
shortage. 

Headlined “You can beat the fuel 
shortage with Kimsul,” the adver- 
tisement tells consumers that in- 
sulating the attic is as easy as 
“rolling out a rug.” An instructior 


inviting the reader to send in fo! 
full information about Kimsul and 
directions on how to insulate the 
attic. 

The company will use later issues 
of its newsletter, “Kimfacts,” 
tell distributor, dealer and compan) 
| salesmen how the campaign is pri 
gressing and report first-hand de- 
velopments in the field. 

Foote, Cone & Belding, Chicag 
handles the Kimberly-Clark ac- 
count, 


Joins Gray & Rogers 

A. Neville, for the past 11 years 
an instructor at the Episcopal Acad- 
emy, Overbrook, Pa., has joined the 
copy staff of Gray and Rogers 
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your ad, catalog or display, 


CLEAN, vivid colors in certain 


RICH shadows with deep tones 


accounts... 


Chromart, color-for-color. 


REAL 


QUALITY 
from KODACHROME 


When you want color plates from Kodachrome for 


SPARKLING whites full of delicate detail—not white paper; 


You want all this on an artcopy print (made from 
your Kodachrome) that can be 
fitted into artwork, lettered-on, displayed for okays. 


Such a print is the full-color Chromart. 
been making Chromarts sev 
we know how! 


Your plate-maker can reproduce flat copy, such as the 


Prices: $44 up. Write! 


837 NORTH FAIRFAX AVENUE 
PHOTOCHROME HOLLYWOOD 46, CALIFORNIA 


| ARTCOPY PRINTS FROM KODACHROME 


Philadelphia agency. 


you want: 
subjects — not garish, raw ink; 


— not smoky, grayish blacks. 
retouched as desired. 


We have 


eral years now for leading 
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Wi Campaign Kits 
ready fo Help 
ocal Fuel Drives 


ington, D. C., Aug. 11.—In an 


Was SF 
to drive home by advertising 


fort 


e fact that immediate action by 
meowners will help relieve next 
inter’s potentially - critical fuel 
ortace, OWI’s Office of Program 
‘ordnation has completed dis- 
bution of three kits of local co- 
erative daily newspaper advertis- 
g material to several thousand 
pers 

With three separate but coordi- 
ted campaigns the OWI hopes to 
i] attention to the need to: 1, 
\rder Coal Early;” 2, “Order Fuel 


‘| Today;” and 3, “Winterproof 
our Home.” The packets fit in 
ith a general OWI prepare-for- 
inter campaign which has utilized 
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ess releases, posters, magazine 
ticles, local and network radio an- 
uuncements, etc. 

By encouraging early ordering of 
el, the first two packets will at- 
mpt to avoid log jams of trans- 
tation and delivery systems. The 
jird kit will push insulation of all 
rts, weatherstripping and storm 
pshh and thus try to lower the waste 
fuel. 


Widespread Use Forecast 


Aided in the project by the War 
ivertising Council, the OWI firmly 
lieves the three packets will get 
ide support and use. “We have 
en assured by all sources,” said 
ie OWI official, “that the papers 
ill welcome these ads because they 
rform a public service and, at 
e same time, afford the press the 
portunity to get added revenue.” 
Each kit comes complete with a 
ll-page layout and a number of 
lats for 600-line ads. OWI worked 
make each page layout self-suf- 
cient and thus beat the manpower 
iortage and aid in the selling of 
le ads. 

Under the OWI plan, the papers 
il contribute one central adver- 
sement gratis each week for the 


campaign’s duration and sell the 
rest of the page to local dealers of 
the fuel mentioned or of insulation, 
etc. 

Thus, said OWI, “the official 
‘what to do’ message will be fol- 
lowed up in each case with local 
‘whom to call’ messages.” 

The “order coal early” packet, 
with six mats, has been sent to 
1,100 papers in states which use 
coal—with the exception that the 
northeastern states using especially- 
scarce anthracite were not covered 
by the campaign. It was felt that 
in these states—New England and 
the Mid-Atlantic states above 
Washington, D. C.—the.serious an- 
thracite situation would be made 
more complicated by a buy early 
drive. 

OWI mailed the fuel oil kit, with 
three mats, to 1,400 papers in the 


33 oil-rationed states. The winter- 
proof kit, containing six mats, has 
been delivered to 1,200 dailies north 
of the imaginary “45 degree-daily 
line”; south of this line, including 
the deep south, California and part 
of Oregon, the winters are mild, 
“heat sealing devices are less needed 
and only a sketchy dealer setup 
exists.” 


Weeklies Included 


Though designed primarily for 
daily papers, the packets are being 
offered, through the OWI rural press 
branch, to weeklies. As long as the 
extra supply lasts OWI will honor 
requests for the kits. 

The fuel oil cartoons, drawn by 
newspaper artist Webster, present 
“folks we all know,” like the man 
who day-dreams that he has de- 
stroyed a Jap tank and captured its 


crew and yet “fails to really help 
his country by heeding its warning 
to order oil today.” 

The coal campaign ads, drawn by 
Haenigsen, portray a similar idea: 
“A picture of you next winter un- 
less you order coal now!” In one 
cartoon “you” are attempting, pretty 
much in vain, to keep warm by 
crawling into the oven of the kitchen 
stove. In another case, “you” enter 
your bathroom to find a happy pen- 
guin strutting around your ice-filled 
tub. 


Agencies Cooperate 


The coal and oil campaigns were 
prepared by Sherman K. Ellis & 
Co., New York; the winterproof 
drive by Brooke, Smith, French & 
Dorrance of Detroit. Carleton Healy, 
director of advertising for Hiram 
Walker, was coordinator for the 
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War Advertising Council, and Ray- 
mond Browne of the Council acted 
as staff manager. Brooks Darling- 
ton managed the three-pointed 
drive for OWI. 

At the same time, OWI has given 
its blessing to a folder prepared by 
the Graphic Arts Victory Commit- 
tee, headed by Henry Hoke of New 
York. The folder, suitable for dis- 
tribution as a direct mail piece, car- 
ries the “winterize your home” 
theme. 


Write for circular on 
ARTKRAFT 
Hot Cathode 
FLUORESCENT 
LIGHTING 


SALLI 
CLOSE TO THE 
FRONT IN NEW YORK 


Within range of business 
and pleasure — the Belmont 
Plaza. A convenient Mid- 
town address-only 3 
blocks from Grand Central 
and Rockefeller Center. 800 
rooms with bath (tub and 
shower). Radio. Complete- 
ly redecorated and . 
under new manage- 
From 


Special monthly rates 
Home of the famous 


New York's most 
popular night 
club. 


Excellent ban- 
quet and meet- 
ing facilities. 
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campaign. 


example :— 
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N: EMIL H. RONAY 
A! GTON AVE. at 49th ST., NEW YORK 


The New Haven Register’s 
famed Market of 
City” meets the rigid require- 
ments for test advertising—and 
affords a generous bonus. 


a SNNNRNE NASSAR EEE ES BEE ENE BEERS 


Net paid Greater New 
_ Haven coverage 98.2%. 


Net paid Suburban Cov- 
erage 78.8% 


Represented 


MARCH ON 
REGISTER CITY 
FOR YOUR 
TEST CAMPAIGN 


“Register City” is the profitable 
market of 374,615 Folks — and ~ 
you are assured that the New | 
Haven Register will return excel- 
lent dividends for your war time 


“Register 


For 


QQ ]BWww.'E'=>_.’>D 


NO 


| Just 83 cents of every dollar 
in this Large Prosperous Mar- 
ket is spent by Register readers. 


Features of the “Register City” Market 
% Coverage at reasonable rates 


% Average family income 

% Representative population 

% Average level of business activity 
| % Suitable and sufficient outlets 


* The New Haven Market Is rated 2d in New England. A 
market good for testing is good for selling. 


Test Markets” 


*See “60 U. S 


he New Haven 


 . 
ins 
~ 


% Well-diversified industries 
% Average retail sales per family 
% Compact boundaries 
* A self-contained economy 
% Co-operative advertising media 


Send for “Register City” Market Brochure in color 
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JULIUS MATHEWS SPECIAL AGENCY—New York. Boston, Chicago, 
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| WIDE-AWAKEST 
STATION 
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Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


Crowell-Collier Establishes 
Postwar Markets Department 


A “postwar markets department” 
inaugurated by 
Publishing Com- 
pany to assist business and industry 
in planning now for the new prod- 
ucts and outlets which will have 
been developed by the time peace 
W. H. Mullen will direct 
Mr. 


has 
Crowell-Collier 


arrives. 
the activity. 
turned to the company after 18 


been 


the 


Mullen has re- 


INDUSTRIAL 
COPYWRITER 


We want a man who has had experience in 
copy for industrial trade papers 
and direct mail as well as digging up the 
**tell-all”’ 
help of an advertising manager. 
neering training would be helpful. Ex- 
tensive shoulder rubbing with 
would be an adequate substitute 
@ man under forty in viewpoint if not in 
Wide variety of industrial problems 


writing 


material for 


years. 


involved. Congenial 


No polities. All inquiries treated in strict 
Write Lorry Northrup, Erwin, 
Wasey & Co., 230 N 


confidence. 


Chicago. Phone after 
4952. 


ads without the 
An engi- 


plant men 
Prefer 


group to work with. 


Michigan Avenue, 
3 P. M.—Randolph 


months’ absence, during which he| 
served as acting director of the 
overseas publications bureau of the 
Office of War Information. 

The major objectives of the new 
service will be: 

1. To collect and analyze infor- 
mation concerning the development 
of postwar markets, both national 
and international. 

2. To report on the broad devel- 
opments in the field of postwar 
planning as they affect various 
businesses and industries. 

3. To assist individual compa- 
nies and industrial groups in plan- 
ning for the postwar period. 

4. To report on new products 
and new technological develop- 
ments which will affect future mar- 
kets. 

The services of the new depart- 
ment will be made available to 
business and industry in general. 

* * + 


Trans-Ocean Air Lines, Inc., has 
been incorperated by a group of air 
force ferry command pilots for the 
purpose of operating a world-wide 
air transport service after the*war. 
The group is headed by Capt. 


Thomas G. Smith, Atlanta, whose 


wartime address is Montreal. Eleven 
other captain pilots are associated 
with him. 

The prospectus accompanying the 
SEC registration statement says the 
immediate and primary purpose of 
the promoters is the creation of the 
corporation at this time to pro- 
vide an organization for associating 
together a select group of complete 
flight crews, comprising pilots, navi- 
gators, engineers and radio opera- 
tors which will be united, organ- 
ized and available to begin at once 
on the cessation of hostilities the 
operation of regular overseas air 
transportation service to any part of 


the world. 
* * * 


National Committee on the Hous- 
ing Emergency, Inc., New York, has 
established a publication, ‘“‘Tomor- 
row’s Town,” to serve as a forum 
for the discussion of the possibili- 
ties and problems that lie ahead in 
building. Some of the subjects 
already discussed in its pages are: 
“The proper use of land;” “What 
effect will wartime technological 
advances in materials and methods 
have on future homes?”; “Should 
postwar homes be built for long- 
term or short-term lives?”; “Will 
time-zoning meet the problem of 
obsolescence?” 


* * * 


Windshield wipers on automo- 
biles and other vehicles may be a 
thing of the past after the war if 
a non-silica glass now being used 


Some reasons (why Cleveland retailers use 
WHK more than any other leading station 


or 


Required reading in Cleveland is 


WHK’'s sprightly daily newspaper 
column that’s building up the station 
audience like mad. 


WY 


Painted bulletins, car cards, car 
dashes and news posters keep Cleve- 
landers constantly reminded of their 
favorite up-and-coming station. 


NEWS WORLD Wips~ = 

<. L ad 
KNERN HOUR...ON THE Hop 

ZB 


‘ 1420 on your dial 


The “ Tiny Tabloid,’ mighty midget 
newspaper of WHK_ happenings, is 
distributed daily on the streetcars and 
buses of this war-worker's paradise. 


Product promotion 
calls and mailings to buyers and job- 
bers and dealers are only part of the 
service performed for sponsors by 
WHK’'s aggressive, hard-hitting mer- 


chandising 


department 


. personal 


No wonder 


WHK | 


Retailers’ Choice in Cleveland’ . 


Represented by Paul H. Raymer Co. 


United Broadcasting Co., Operators of 
WHK—WCLE, Cleveland 
WHKC, Columbus 


in the war is adapted for wind- 
shields, because neither rain nor 
snow will wet or cover it. 

” * oe 


T. Henry Foster, president, John 
Morrell & Co., Ottumwa, Ia., is 
heading up his company’s postwar 
planning committee. The group is 
holding regular sessions to consider 
trends with relation to company 
policies and operations after the 
war. 

* * * 

While others are debating the 
“Russian menace” after the war, 
“American Metal Market suggests: 
“. . . instead of working ourselves 
up into a lather over the ‘imponder- 
ables,’ as Herbert Hoover loved to 
call them, let us talk economic tur- 
key with the Russian government 
as the British have so sensibly done. 
We can trade on an advantageous 
basis with Russia after the war if 
we recall that, first, they have, so 
far, done the bulk of the fighting in 
this war, and have saved us many, 
many thousands of lives by their 
military abilities; that, second, Rus- 
sia is still probably the _ richest 
reservoir of raw materials on the 
globe. It would be little short of 
silly to erect mental barriers against 
a two-way trade with that land.” 

* * * 

Since the first of the year a post- 
war planning committee has been 
in operation for the Parks Air Col- 
lege, East St. Louis, Ill., analyzing 
and securing the best possible in- 
formation on the field of aeronau- 
tics industry into which its five 
institutions may turn their efforts 
after the war. Each official on the 
committee has pledged 20% of his 
working hours to the effort. 

* * 

Bauer & Black, division of the 
Kendall Company, Chicago, is con- 
ducting its own postwar planning 
through the efforts of a three-man 
committee of executives. They are 
at work primarily on product de- 
velopment, but the plans are a 
closely-guarded company secret. 


Mohawk Names Brown 


Mohawk Rubber Company, Ak- 
ron, O., has appointed Brown Ad- 
vertising Agency, Akron, to handle 
its account. Don Brown is account 
executive. 
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Vultee Man's Ideg 
Would Bolster 


Postwar Aviation 


New York, Aug. 11.—A 
tion that 20% of excess proiit taxe 
be set aside to be used for conv, 
sion of aircraft plants to peacet;, 
production, instead of the curr, 
10%, was set forth here this wed 
by Francis A. Callery, {nano 
vice-president of Consolidated yy 
tee Aircraft Corporation a, 
panacea to cushion the effect; , 
cessation of war production, 

Asserting that a sudden ha}; ; 
production due to termination | 
war contracts would bring chaos 
the communities in which ; 
industry is doing business, Mr. ¢, 
lery added that aircraft manuf, 
turers would like to see termin, 
tion provisions written so that thd 
will give some measure of proted 
tion against loss during the perig 
following termination. 

He pointed out that the airer, 
company naturally has a smal] tg 
base, stemming from low earning 
or losses in prewar years, whj 
the automobile manufacturer, wij 
years of profitable operations, q 
joys a favorable tax base. Unda 
the proposed plan aircraft makemm 
would not sustain any immedi, 
loss on planes currently under pp 
duction, but they would be fore 
to discharge thousands of worker 


Inequalities Cited 


“The company with the high bad, 
would pay a tax of 40%, leaving 
net profit of 6% after taxes,” | 
said. “The other manufacturer wit 
the low tax base—and the aircra 
industry generally is in this class 
would pay a tax of 80%, leaving 
profit of 2% after taxes. 

“Even the most ardent aviatic 
enthusiast—and I am one of the 
over the long range—cannot fores¢ 
anything but a shrinkage of bus 
ness in the period immediately fo 
lowing the war to a fraction of wh 
it is now,” he declared. 

“T know it is not the intention | 
Congress or of the price adjustme 
boards to take the aviation busine 
away from those who have done 
much to give us the best air ford 
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Wenrcesters Average WAGE 


| Worcester’s own high 


ure for May in peace- 
time 1938. 


Wartime prosperity makes this one of the MUST 
markets in New England! CITY ZONE POPULA- 
TION: 235,125. City and Retail Trading Zones: 
440,770. The Telegram-Gazette blankets this rich 
market — heart of industrial New England. 


Ceorce F. Boorn, Publsh- 


)cK ned ASSOCIATES, NATIONAL erpecse 


OWNERS ck RADIO STATION WTAG 


c WORCESTER MASSACHUSETTS — 


$47.04 


In May 1943 
Worcester’s av- 
erage weekly in- 
dustrial wage 
was $47.04. — 
14% higher than 
the Massachusetts 
state average for 
the same month. —- 


9% higher than 


figure for May 1942-- 


99% HIGHER than 
Worcester’s own fig- 
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1) APTER- THE WAR PURCHASE BOND 


Fee! 


ro EVERY MAN NOW PLAYING A MAmTIN 


Symi 


<8 INSTRUMENT IN THE ARMEe FreRcES 


years 
~~“. ‘ 


pupnenys UR My 


Apel 


M \STEN B BAND INSTRUMENT ¢ coe ANY 


beled Meda and lorubaa G 


artin ‘Band Instrument Co., Elkhart, 
ind. used this copy to announce the 
ier of a $25 postwar purchase bond to 
very man now playing a Martin band 
instrument in the armed services. 


© Guadidumal Cella Mie L fia > 4 <4 Mtilidée 


the world and to deliver it to the 
tomobile companies or other com- 
anies with adequate capital after 
e war. This may well happen and 
can only be prevented by leav- 
g the aircraft companies with 
mough resources to continue in 
usiness, to keep at least their pre- 
ar organizations together and to 
ntinue applying toward aircraft 
evelopment the engineering brains 
d skills which have made this 
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Time’ Reprint of 
E. C. Ad Brings 
Flood of Requests 


New York, Aug. 11.—A veritable 
deluge of letters is raining in upon 
the offices of Eye*Catchers as the 
result of a reproduction in the 
Aug. 2 Time of an advertisement in 
ADVERTISING AGE July 12 by Eye* 
Catchers, showing a comely lass in 
her birthday clothes entering the 
surf. 

According to Eye*Catchers, a 
great percentage of the letters are 
signed by Army corporals who infer 
in their letters that at one time or 
another they were in the advertis- 
ing business, and since entering the 
armed forces have been out of con- 


tact with advertising trends. In 
practically all letters the conclud- 
ing paragraph is in one vein, 
“Please send free layout suggestion 
book.” The book is offered to ad- 
vertising executives. 

Evidently the worthy corporals 
who read the advertisement, which 
is captioned “You don’t have to 
think about the war all the time,” 
were under the impression that the 
“layout suggestion book” would be 
crammed full of other shapely fem- 
inine forms sans habiliment, since 
Eye*Catchers copy says, “If your 
promotion returns are getting a bit 
loggy and could stand a shot in the 
arm, you have only to turn to E. C. 
for suitable inspiration and mate- 
rial to pep them up” and adds, “In 
wartime overalls or out Eye*Catch- 
ers girls bring home the bacon.” 

Eye*Catchers is wondering what 


the mail man will bring when 
American troops overseas see the 
Time reproduction, and suddenly 
remember having been “advertising 
executives” at some time or other. 


Mutual Network Billings 
Up 104°, for July 


Mutual Network gross billings 
continued their upward trend when 
the July gross billings marked the 
third consecutive month for sales of 
over a million dollars for the net- 
work. 


Gross billings for July 1943, 
totaled $1,088,809, an increase of 
104.9% over July 1942, when the 


figure of $531,305 was reported. The 
seven months’ cumulative billings 
for 1943 totaled $6,991,727, a 19.2% 
gain over the $5,866,408 reported 
for the like period of 1942. 
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TWA Promotes Juell 


Edith Juell, a member of the 
public relations staff of Transconti- 
nental & Western Air, New York, 
for the last two years, has been 
named cooperative advertising man- 
ager for the airline. Miss Juell will 
be in charge of all cooperative ad- 
vertising projects for TWA, includ- 
ing promotion and display tie-ups, 
with headquarters in the Airlines 
Terminal building, New York. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


431 8. Dearborn St., Chicago Wab. 8655 


untry great in the air,” said Mr. 


allery. 


brivate Schools 
ook Forward to 
Record Season | 


Philadelphia, Aug. 12.—The na- | 
on’s private schools for both boys 
nd girls will enjoy unprecedented | 
atriculation this fall, with waiting | 
ts being built up as parents hunt 
r less popular schools, according 
a mid-summer census just com- 
leted by N. W. Ayer & Son. 

Many schools were filled by July 
and military schools without ex- 
“ption will be crowded by Septem- 
er if they are not now. Non-mili- 
ry educational institutions which 
ought that they might be over- 
adowed by schools with military 


rograms, indicate that 71% of them | 
as against! 
More than 90% report | 


ll be filled this fall 
last fall. 
re inquiries for catalogs than a 
ear ago. 
Girls are going to private schools 
) increasing numbers and 96% of 
le cross section of schools indicate 
at they will be filled this fall as 
gainst 79% a year ago. With many 
Ider girls in war work, women’s 
inior colleges are not quite so pop- 
lar as the preparatory schools. Vo- 
ational and professional schools re- 
ort fewer inquiries than last year. 


coins Westheimer 


William H. Mullgardt has joined 
Westheimer & Co., St. Louis, as ac- 
unt executive. He was formerly 
1 the advertising department of the 
pecialty division of International 
hoe Company. 


COLLINS. 
MILLER & 
HUTCHI 
INC. 


@ ‘hoto-engravers in Chicago ® 
® 207 North Michigan Ave. 


@ FRANKLIN 5854 


THE NAT 
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n Germany the Gestapo stops the public from listening 


al] the radio homes on the Pacific Coast. 


THOMAS S. LEE, President 

LEWIS ALLEN WEISS, Vice-Pres., General Mor 
5515 MELROSE AVE., HOLLYWOOD, CALIF 
Represented Nationally by John Blair & Co 


ION’S 


GREATEST 


REGIONAL 


to any but the local radio stations. On the Pacific Coast in many markets 
the mountains keep the public from listening to any but the local radio 
stations. Long range broadcasting is unreliable out here. Watts aren't moles, 
they can’t penetrate those big mountains no matter how powerful they are. 
Buy the network with enough stations to give you local primary coverage. 
More than 9 out of every 10 radio families on the Pacific Coast live within 
25 miles of a Don Lee Station. Buy War Bonds and Don Lee and neither 


the Gestapo nor the mountains will ever keep your message from reaching 


NETWORK 
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Rep. Kennedy 
Cites Value of 
War Posters 


New York, Aug. 11.—Emphasiz- 
ing the importance of patriotic 
posters in the national war effort, 
Rep. Martin J. Kennedy recently 
congratulated the national war 
agencies, the advertising industry, 
and the artists themselves for the 
help contributed toward winning 
the war through this “useful and 
helpful” medium. 

Addressing the House of Repre- 
sentatives, Mr. Kennedy said: 

“The general and generous coop- 
eration of the advertising industry 
in using the best of American art 
for patriotic purposes looms large 
in these difficult days. Few of us 
will ever forget ‘The Kid in Upper 
Four.’ Almost all of our nation- 
wide companies have been using 
outstanding pictures, and outstand- 
ing text. 

“I know of one concrete example 
which, if it did not make history, 
certainly managed to collide with 
it. As part of their contribution to 
the war effort, a New York adver- 
tising firm engaged a full page of 


SHES WAGERS 


I can ei + 
you get ¢ 
messa 
want 
seroce.d hOSs 


My type drawings depict- 
ing your thoughts tell a 
message terrifically. I'll 
send you at if you're 
serious. 


falter proce 
three Barns cca N.Y 
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both the New York Times and the 
New York Herald Tribune on the 
day the second front in North 
Africa opened, to reproduce a 
poem called “Prayer to Jehanne of 
France,” by Joseph Auslander. The 
poem was illustrated by a drawing 
of Jeanne d’Arc, made by an 
American artist, Adolph Treidler, 
for this occasion. The fact that the 
page appeared on the very day of 
the second front was a happy stroke 
that called double attention to the 
poem. The advertising firm, the 
author, and the artist received lit- 
erally thousands of letters about 
the page. The whole page was 
eventually set up asa poster reprint 
and has been widely distributed. 


Morale and Security Vital 


“The national war agencies tell 
me that: Posters are divided into 
five categories—(1) recruiting; (2) 
selling war bonds and stamps; (3) 
production, which now includes re- 
lated subjects, particularly those 
designed to reduce absenteeism; 
(4) morale building, general pa- 
triotic themes; and (5) security or 
‘don’t talk’ posters. I am inclined 
to believe that the last two cate- 
gories are the most important. Re- 
cruiting will come, as inevitably as 
the draft; it is virtually a matter of 
getting a man into the niche best 
suited for him. War bonds and 
stamps will be bought and bought 
m increasing numbers. Production, 
if only from a selfish motive of the 
individual who must be sure of his 
daily bread and butter, must and 
will go on. In all these fields 
posters help, but especially in the 
matter of building morale and of 
keeping us from rumor-monger- 
ing.” 


United Promotes Four 
K. C. Gardner, formerly vice- 
president and general manager, has 


been elected executive vice-presi- | 


dent and general manager of United 
Engineering & Foundry Company, 
Pittsburgh. Geoffrey G. Beard, 
formerly sales engineer, has been 
elected vice-president in charge of 
sales engineering. John Young has 
been named manager of industrial 
research, and William Hagel, for- 
merly assistant sales manager, has 
—_ named manager of machinery 
sales. 


For the second year 
Pell Detective active Grou? 
leads the 


I fact detective Field J 
in circulation; 


advertising volume 
and low cost. 


Getting Personal 


G. Allen Reeder, Carstairs advertising genius, has taken time out to 
do a good turn for the millions of boys and girls, lovesick and other- 
wise, who are forced by the exigencies of war to write letters, instead 
of pouring their souls into each other’s ears. The good turn is “Letter 
Writing in Wartime—How and What to Write About,” published by 
Books, Inc., New York, and selling for $1.89. John Kieran wrote the 
foreword, and you can get an idea of the manner in which it varies 
from the conventional letter-writer’s guide from John’s opening words: 
“This book is dangerous and should be soaked in water for 24 hours 
after it comes into a home or a squad tent...It might as well be 
printed on gun cotton.”... 


H. J. Quilliam, v.p. and gen. mgr. of Station KIRO, is on vacation, 
part of which he plans to spend fishing and sailing near his log cabin 
summer home at 
Harper, across Pu- 
jet Sound from 
Seattle. . . Roland 
G. E. Uilman, 
Philadelphia 
agency chief, spent 


FUN AT CLEVELAND CLUB 


his vacation at 
Langley Field, Va., 
visiting his son 
David, who is 
serving. there as 
chief photog- 
rapher. .. 


Drake Univer- 
sity is the recipi- 
ent of a $200,000 
gift from the 
Gardner Cowles 
Foundation, Des 
Moines, with 
which to build a 
new science build- 
ing to be known 
as Harvey Ingham 
Science Hall as a 
tribute to Harvey 
Ingham, editor- 
emeritus of the Des Moines Register and Tribune, who will celebrate 
his 85th birthday next month... 


Willard F. Lochridge, v.p. of JWT, Chicago, has “graduated” from 
crutches to a cane and is back on the job again. While on the way 
to the office, he slipped on the steps of the railway station, breaking 
a knee cap. He spent a week in the hospital, and threw the crutches 
away after a three-week siege. . . 

Al “Bam” Bamford, acting manager of Station KROW, Oakland, 
Cal., is the proud father of a 7% pound boy named William Alfred. 
William is the first boy, second child of the Bamfords. . . C. Hugh 
Hanson, sales executive of National Breweries, Montreal, has been 
elected president of the Montreal Rotary Club, succeeding A. C. 
Morton. . . Lee Trenholm, director of public relations of Underwood 
Elliott Fisher, Ltd., and pres. of the Advertising & Sales Club of 
Toronto, had his picture in the paper recently, holding up a 25-pound 
muskie caught at Belmont Lake, Havelock, Ont... 

Al Crapsey, sales mgr. of KPO, San Francisco, weekdays, is a pear- 
picker weekends—helping a friend harvest 20 acres of fruit. Al had 
20 boxes of pears to his credit at the end of his first day’s labor... 
Maj. Edward Bellamy, former adv. mgr. of Wilmot Castle Co., Roches- 
ter, N. Y., was back home recently, making an official visit to the 
Rochester Marine Corps station while on a tour of the eastern division 
of the procurement area.. . 

John M. McKibbin, mgr. of the application data and training dept. 
of Westinghouse Electric & Mfg. Co., has received the Westinghouse 
Order of Merit for distinguished service to his company. . 

Walter G. Swanson, gen. mgr. of the San Francisco Convention and 
Tourist Bureau, recently was named co-chairman of a national com- 
mittee to investigate the effect of the war upon organizations. 
George M. Burbach, general manager of KSD, has been named chair- 
man of a committee appointed by the St. Louis Advertising Club to 
help spur postwar planning in that city. . 

After two weeks of hunting wild boars in Tampico, Mex., Lee How- 
ard, of Lee Howard Advertising, New York, has returned to work. 
Lee says that he got “bored” and is glad to get back to Manhattan. . . 
Atherton W. Hobler, board chairman of Benton & Bowles, was best 
man for his son, Lt. Wells Atherton Hobler, of the Army, at his re- 
cent wedding to Margaret Garrison Hildeburn at Summit, N. J... 

Members of the press made the acquaintance of Edward J. Noble, 
Blue’s new owner, at a reception and cocktail party Aug. 11 in the 
Jansen Blue Room of the Waldorf-Astoria. . . William M. Cotton, 
pres. of Ideal Publishing Co., played host to his staff and personnel 
at an outing at Milbrook Country Club, Greenwich, Conn. . . 

The Fuchs & Lang Mfg. Co., Division of Genl. Printing Ink Corp., 
recently honored Paul H. Kolterjahn, one of its representatives, at a 
dinner commemorating the 25th anniversary of his association with the 
organization. The affair was held at the Hotel Pennsylvania, New 
York, and was attended by all F&L executives as well as associates of 
Mr. Kolterjahn. . . 

Wm. S. Paley, pres. of CBS, has purchased a five-story house at 
36-38 E. 74th St., New York, from Mrs. Artemus L. Gates. Mr. Paley 
has been occupying the house for the last two years, since Mr. Gates 
became Assistant Secretary of the Navy for Air... 

J. Rivers Adams, sls. mgr. for Westvaco Chlorine Products Corp., 
has been commissioned a captain in the Marine Corps reserve. . . To 
Mr. and Mrs. John Gordon III came a third child and a first son, John 
Stuart Gordon IV, at Elgin, Ill. Mr. Gordon is assistant to Storrs 
Haynes, head of the radio dept. of Compton Advertising. . . Lillian 
Schoen, publicity head of Compton, returns to work Aug. 16 after a 
two weeks’ vacation in the green hills of Vermont. . . Also returned 
from vacations are Judith Cortada, in charg® of trade press for the 
Blue Network, and publicity mgr. Earl Mullin. . . 

Dave Robeson, of BBDO’s Buffalo office, spends 12 hours a week 
as a member of the Coast Guard auxiliary. But an indefatigable 
worker is Lucile Boechat, also of the Buffalo office, who gives six 
hours weekly to the Air Raid Warning service, serves on a disaster 
crew and tops it all off as a member of the USO. . 

Ernest Dichter, of CBS, will lead the discussion at a meeting of the 
Copy Research Council at Harvard Club Aug. 18... 

Nelson C. Metcalf, Colton agency, New York, has leased an apart- 
ment at 333 E. 43rd St. He wrote the copy for “The Kid in Upper 4.” 


Stuart Cramer, left, advertising manager of Arco Paint 
Co., Cleveland, shows his mastery of legerdemain, as- 
sisted by Carl E. George, director of operations of Sta- 
tion WGAR, at the festivities following the latter's elec- 
tion as a director of the Cleveland Advertising Club. 
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Relates Grocery 
Sales to Ad 


Budgets in N. Y 


New York, Aug. 11.—A nx 
of the selection of media 
cery products advertisers 
New York area has been is 
the promotion department 
New York World- Telegr. 
which Hazen H. Morse is n 

The data is based on the «w... 
York Merchandise Invent: -y” . 
continuing study of sales > 
sumers in a panel of 200 retaj| 
cery stores in the 14 primary 
York market counties, an; 
data have been correlate 
media expenditures in this 
as to show distribution of acivertis. 
ing expense by media; advertisj, 
cost per thousand units so! 
units sold and total advertis 
penditures. 

Data in the volume are for the 
“normal” years 1940 and 1941, ang 
cover 60 different products in sych 
classifications as package soaps, to}. 
let soaps, baby food, flour, baking 
powder, cereals and coffee. 
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Names Duane Lyon 


U. S. Bronze Sign Company, Ney 
York, has appointed S. Duane Lyon, 
Inc., New York, to direct its adver. 
tising. Newspapers and business 
publications will be used 


USE PRINTING 
FAITHORN 


3-in-l Service 


Faithorn is built upon the founda- 
tion of offering a superior service 
to advertisers and advertisin ing 
agencies... Notonly ist! 
evident in the finished work, but 
alsoin priceand actual timesaved 
. Faithorn 3-in-1 service offer: 
typography, engraving andprint 
ing—all under ONE roof. . . The 
saving of TIME alone avoids your 
chasing the rainbows of discon: 
nected suppliers whose respon- 
sibility is limited to the work they 
do .. . You will be pleased with 
FAITHORN SERVICE. On that next 
job try us and note the difference. 
Simply phone Wabash 7820. 


For many years 
Finchley has 
used FAITHORN 
3-in-1 complete 
service. You, too, 
can now enjoy its 
many advantages. 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you w > 
but all are here, ready to serve you 
Speed—economy —satisfaction assu + 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
$04 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 
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Cannon Mills 
Launches New 
Magazine Series 


(Picture on Page 51) 
philadelphia, Aug. 11.— Cannon 
will launch a new campaign 


¥ \l-page, four-color advertise- 
meni: in the August issues of 


can Home, Better Homes & 
Good Housekeeping, 


Ame? 
Garde n 8, 


Lad Home Journal, McCall’s, 
na Life, based on yarns told by 
rvice men from battle stations all 
wer the world, of baths taken 
ynder unusual conditions. 

Headed “True Towel Tales,” ill- 
ystrations depict scenes as related 
by toe men, and have also been 
yhecked with the Army, Navy, and 
Marine Corps to assure authenticity 
of equipment and uniforms, Initial 
insertion will be captioned “Army 
Day--Crocodiles Keep Out,” show- 


ing a jungle stream somewhere in 
the South Pacific which has had a 
section fenced off with nets to keep 
the “crocks” out while war-weary 
soldiers frolic in their improvised 
bathtub. : 

Subsequent advertisements will 
show other “Saturday nights” in 
Alaska, India, and the Solomons. 
Besides the “True Towel Tales,” 
each insertion carries a panel which 
explains to homemakers that be- 
cause millions of Cannon towels are 
going to the armed forces, there is 
a smaller selection in the stores. 
N. W. Ayer & Son is the agency. 


Middle Age Group 
Forms Lucrative 
Cosmetic Market 


New York, Aug. 11.—Contrary to 
popular opinion, women in the mid- 
dle age brackets buy more face 
cream, face powder, rouge, and de- 
pilatories than young women under 
25 years, according to the Woman’s 
Home Companion’s current study 
which reveals what cosmetics wo- 
men are using, where they buy 
them, and what brands they favor. 

The breakdown on use of cos- 
metics by occupation shows that 
where the items are for a purely 
decorative effect, such as _ lipstick, 
rouge, cream for powder base and 
leg makeup, office and store work- 
ers are the best market. Protective 
creams, hand creams and cleaners 
enjoy their greatest popularity 
among industrial workers where 


protection is required. Home mak- |, 


ers of all ages, however, appear to 
be good buyers for practically all 
kinds of cosmetics. 

A large proportion of the market 
represented by the women’s service 
magazines purchase their cosmetics 
in drug stores and department 
stores, with the exception of soaps 
and hand cleaners, which are 
bought mostly in grocery stores. 
Comparatively few buy in 5 & 10c 
stores. The drug store is the lead- 
ing outlet for such items as face 
cream, hand lotion and hand cream, 
shampoo, deodorants, anti-perspir- 
ants and depilatories. For such 
things as face powder, lipstick and 
rouge, the department store runs 
neck and neck with the drug store. 


Forms New Company 


_ Frederick Fell has formed a new 
book publishing company under the 
title Frederick Fell, Inc., with of- 
ices at 386 Fourth Ave., New York. 
Advertising promotion plans are 
being formulated for the fall and 
Winter of 1943-’44 through H. C. 
Morris & Co., appointed agency for 
the account. 


— 
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Hiram Walker Makes 
New Promotions 


Walter D. McAnally, formerly 
manager of the New England di- 
vision of Hiram Walker, Inc., has 
been promoted to manager of the 
company’s newly formed eastern 
division with headquarters in New 
York City. J. C. Riggs, formerly 
district manager in Connecticut for 
the company, has been appointed 
district manager of Massachusetts 
and Rhode Island. 

W. P. Quinn, district manager in| 
Massachusetts, has accepted a com- | 
mission in the United States naval | 
reserve and will leave shortly for 
active duty. Another promotion is 
that of R. A. Hutchinson, formerly | 
sales supervisor 


manager in Connecticut. 


| tion 


Coming 
Conventions 


Sept. 14-15. National Publishers 
Association, annual meeting, Buck- 
wood Inn, Shawnee-on-Delaware, 
Pa. 

Sept. 20-22. Advertising Spe- 
cialty National Association, conven- 
and specialty fair, Palmer 
House, Chicago. 

Sept. 27-29. Southern Newspaper 
Publishers Association, annual 
meeting, Arlington Hotel, Hot 
Springs, Ark. 

Oct. 12-13. 


Inland Daily Press 


in New Jersey,| Association, fall convention and an- 
who succeeds Mr. Riggs as Gistrict/ nual meeting, Hotel Sherman, Chi- 
cago. 


Oct. 18-19.—Boston Conference 
on Distribution, 15th annual meet- 
ing, Hotel Statler, Boston. 

Oct. 19-21. Financial Advertis- 
ers Association, convention, Edge- 
water Beach Hotel, Chicago. 


Join NBC Spot Sales 


W. G. Martin and Wm. Thomas 
Hamilton have joined the staff of 
NBC Spot Sales, New York. Mr. 
Martin, who left NBC early this 


year to become public relations di- | 


rector for Lady Esther, Ltd., Chi- 
cago, was manager of NBC’s guest 
relations department. Mr. Hamil- 
ton, formerly on the advertising 
sales staff of Puck—the Comic 
Weekly, was previously associated 
with P. Lorillard Company, and 
stations WNEW and WOR, New 
York. 
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Faulkes to Head 
‘Cedar Rapids Gazette’ 


James N. Faulkes, formerly vice- 
president, has been elected presi- 
dent and general manager of the 
Gazette Company, publisher of the 


Gazette, Cedar Rapids, Ia. He suc- 
ceeds John L. Miller, who died 
July 22. 


J. F. Hladky Jr., secretary, has 
also been named vice - president, 
and Mrs. John L. Miller has been 
elected a director of the company. 


A DIRECT MAIL 
ADVERTISING SERVICE 


John a McElwain & Co. 


Phones Webster 2336-7 
607 S. DEARBORN ST. 


CHICAGO 


at that station’s rate . 


WBZ: WCSH-WJA 


eos an 
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the network that really works 


The New England Regional Network works because it combines New England's 
leading radio stations. Each unit is the dominant voice in its own area. 


The NERNetwork works for you even during the hours you're not on it. Because 
it works constantly at holding for you New England’s responsive audience — 
through good programs, friendliness and power. 


For all who meet that audience by buying NERN, it works well enough to make 
sales curves swoop skyward. When you buy NERN, you buy a network. 


Extra working features: A “Class A’’ quarter-hour on New England's leading 
stations for only $600... No line charges. . 
Boston, or Hartford without charge . . 


WBZ°.. 
WCSH.. 
WJAR.. 
WLBZ.. 
WTIC* 
WFEA.. 
WRDO..... 


* The only 50,000-watt stations in 
England. All NERWN stations are NBC 


affiliates. 


Nationally represented by 


WEED & COMPANY 


. Studio facilities in New York, 
. Privilege of adding a New York station 


New York, 


NERN STATIONS 


Boston, Chicago, 
San Francisco, Hollywood 


.. Boston, Mass. 
Portland, Maine < 
Providence, R. I. 
Bangor, Maine 
.Hartford, Conn. 

..Manchester, N. H. 
Augusta, Maine 

New 
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25 Million Cars 
Needed in First 
5 Years After War 


New York, Aug. 11.—The Ameri- 
can public will want between 20 
million and 25 million automobiles 
in the first five years after the war, 
calling for a five-year average an- 
nual production nearly in line with 
the 4,480,000 cars turned out in 
1929, which has been regarded as 
the industry’s biggest year, accord- 
ing to an article in the Wall Street 
Journal. 

Despite the tremendous antici- 
pated demand for autos in the post- 
war period, when manufacturers 
resume making cars, they would 


STRIPS FOR 
ACTION! 


For ELEVEN YEARS we have 
specialized in the production 
of continuity strips and car- 
toon artwork for leading ad- 
vertisers and agencies— 


Johnstone & Cushing 


155 East 44 Street, New York City 
MUrray Hill 2-6236 


like to start at the rate of about 2.5 
million a year, step that up to the 
peak and then gradually level off 
again to the 2.5 million figure, 
asserts the Wall Street Journal. 
This schedule, automobile produc- 
ers feel, would help avoid a mad 
scramble and make for a “healthier 
business.” 

The industry, while generally 
tight lipped on the subject of post- 
war markets, is ready to advance 
certain predictions, the Wall Street 
Journal declares. While General 
Motors, Ford and Chrysler more or 
less dominate the field, the trade 
feels that there is a possibility that 
aggressive units of smaller size may 
make a name for themselves by 
getting out a good modern car 
shortly after peace is declared. 

“The manufacturers are cautious 
in mentioning price of the postwar 
cars,” points out the Journal. “They 
say, with the cost of living index 
probably remaining substantially 
higher after the war than it was 
before, that it will be difficult for 
those who have planned $400 auto- 
mobiles to make good. Cars may 
have fewer hours of labor in them 
after the war, but the hourly cost 
of labor will be higher than before.” 

It has also been emphasized that 
if the European war ends before 
the Pacific conflict, it could mean 
the release of a part of the indus- 
try’s facilities, manufacturing per- 
sonnel, engineers and research men 
to begin the task of conversion. 
Enough time would be available for 


the design and testing of new 
models and greatly speed up their 
introduction. 

With the advent of complete 
cessation of hostilities, the industry 
would face a duuble task—full scale 
retooling and getting back into 
assembly lines of machines for the 
1942 models while similar prepara- 
tions were going forward for the 
new model. The Wall Street Jour- 
nal also says that some of the 1942 
tools have been shoved aside and 
warehoused for swift use again, but 
other machines have been made to 
do war work. It would take from 
four to six months to get the 1942 
model car into production, it is 
claimed. 


To Pittsburgh Agency 

John J. Holcomb has joined Ket- 
chum, MacLeod & Grove, Pitts- 
burgh, as art director. For the past 
five years he has conducted his own 
art service in Chicago, and previ- 
ously was art director of Ferry- 
Hanley and Blackett-Sample-Hum- 
mert, Chicago. 


Wehn Promoted 


F. Donald Wehn, for the past ten 
years Pittsburgh manager for 
Charles P. Cochran Company, rug 
manufacturer, has been appointed 
central division sales manager of 
the company, with headquarters in 
the American Furniture Mart, Chi- 
cago. He succeeds C. L. Noble, re- 
signed. 


can't get.” 


national magazines. 


A lady who lives in the East once said 
to us, “SUNSET is the most aggravating 
magazine I've ever read. Its always talk- 
ing about things I've never heard of, or 


This comment is just what we could 
expect from an Eastern reader. For 
SUNSET concentrates its attention on West- 
ern foods and cooking; on Western homes, 
their planning, building, and care; on 
Western gardens, vegetable as well as 
flower; and on Western travel. And therein 
lies the difference between SUNSET and 


What's more, SUNSETS concentration 
on Western living is definitely localized 
each month. Every issue is divided into 
three editions. One deals with the condi- 
tions and problems of climate and soil 
that subscribers in the Pacific Northwest 
have to face. Another is for those who live 
in Central California. And the other is 


AVOCADOS and ARTICHOKES 


different geographical areas, they discover 
a wealth of new Western ideas that they 
can pass on to every SUNSET subscriber 
...and there are 250,000 of them. 

To keep SUNSET a true chronicle of 
Western living, SUNSET sticks to the West 
for its editorial talent. SUNSET is staff 


written in down-to-earth language by 


Lane Publishing Company, San Francisco, California 


for Southern Californians. In maintaining 
this “split personality,” the editors of 
SUNSET bring the West closer together. 
For, in their close contact with these three 


Western men and women who know how 
to tell its readers “how.” SUNSET tells both 
sides of the story, too... always presents 
the pros and cons on every subject. When 
one finishes reading a SUNSET article, he 
can make up his mind—and act. And he 
is never let down. 

Such an editorial policy causes keen 
observers to say,“ SUNSET is a greater influ- 
ence in Western living than you realize.” 


WJZ Makes New 
Survey of 
Listening Habits 


New York, Aug. 12.—One of the 
most detailed studies of listening 
habits in the area covered by major 
New York radio stations has been 
completed and results released by 
John McNeil, manager of Station 
WJZ. The study was conducted for 
WJZ by Crossley, Inc. 

Outstanding for intensity and 
scope, the “WJZ Multiple Market 
Study” measured the dialing habits 
of listeners to all stations in cities 
of 75,000 population and over within 
the % mv/m contour of WJZ. Cities 
in New York, New Jersey, Penn- 
sylvania, Connecticut and Delaware 
came under the Crossley scrutiny. 
A total of 68,226 calls were made in 
Metropolitan New York, Philadel- 
phia, Allentown, Reading, Scranton, 
Wilkes Barre, Camden, Trenton, 
Bridgeport, New Haven and Wilm- 
ington. 


Survey Makes Comparison 


The purpose of the survey was to 
get a comparison of the listening 
habits in metropolitan New York 
with those of the other millions of 
people who live outside of New 
York, but still within the primary 
areas of the leading New York sta- 
tions. Because of the diminishing 
signals of New York’s score of inde- 
pendents and the widely varying 
degrees of signal strength thrown 
by the 50,000 watt stations in the 
outside area, time-buyers have 
found that the listening outside of 
New York cannot be compared with 
that in the metropolitan area. Con- 
sequently they have been unable to 
get an accurate picture of a New 
York station’s total following from 
she various continuing surveys 
which confine their calls to metro- 
oolitan New York. Lack of factual 
nformation on listening in this out- 
side area has been a sore point 
among New York time buyers for 
some time. 


WJZ Tops List 


According to the “Multiple Mar- 
ket Study” WJZ was revealed as 
the dominant New York station in 
seven out of the ten cities surveyed. 
No figures are being released, how- 
over, on WJZ’s standing with the 
ocal stations in the cities surveyed, 
is the intent of the survey was not 
to pose WJZ as a competitor of the 
stations in those particular cities. 

In this study, the most compre- 
hensive ever undertaken in these 
areas by any New York station, the 
calls were made during the last two 
weeks of May, Monday through 
Friday from 8 a. m. to 10 p. m. 
Results were broken down by two- 
hour periods and an index was 
computed for morning, afternoon 
and evening for each city. 


Bryan Joins KOMA 

M. A. “Bill” Bryan has. been ap- 
pointed director of news and special 
events of Station KOMA, Oklahoma 
City, replacing Dave Chapman, who 
is on active duty with the Navy. 
Mr. Bryan was formerly with Sta- 


tion WIBW, Topeka, Kan. 
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THE CUSTOMARY SEMIL-ANNUA, 
TERRE HAUTE MERCHANTS’ COMM NiTy 


DOLLAR DAY 


WILL NOT BE HELD FoR 
the DURATION of the WAR 


. —— 


Please plan to do your shopping in Terre Haute according 


" ty reag 
Terre Haute Papers tor the Merchants regular August Ciesrsmeae™” 
Highlights of the” Declaration of Policy of the WPB Effective A. iy 
The OPP has extablished the fart that there @ on edequale supply of tect... —_ 
essentual cwsian needa The retail promotion pulses nd MOClices CIN vce. 
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cmmmimated The meen stim nemor of week wren tee. on 
bare” etverterme 
2 “Dey mow etvertining, 
1 Setting statements, such an “We may mot be hls te get mers” 
& Use of he word “uate” 
r 4 GROUP OF 8 CIVIC MINDED MERCHANTS, 


—- => oe 


The retail division of the Terre Haute 
Ind., Chamber of Commerce, a group 
of 105 of the city's merchants, used this 
newspaper copy to announce that the 
traditional semi-annual community dollar 
day has been suspended for the duration 
of the war, in line with WPB's wartime 
code for retailers. 


Bd& O Ad Drawings 
Shown in Exhibit 


Baltimore, Md., Aug. 11.—Decid- 
ing to get extra “mileage” from its 
valuable art work, Baltimore & 
Ohio Railroad has transformed int; 
a traveling exhibit of advertising 
art the nine original drawings 
which illustrated its recent news- 
paper campaign. 

Hugh M. Hutton, Philadelphia 
Inquirer editorial cartoonist, was 
engaged to draw the cartoon-style 
main illustrations for the series of 
advertisements featuring American 
railroads at war. One of the illus- 
trations brought the — carrier's 
agency, Richard A. Foley Advertis- 
ing Agency, Philadelphia, an award 
at the 1943 exhibit of the Philadel- 
phia Art Directors’ Club. 

Instead of letting the original! 
drawings gather dust in a file, the 
railroad has shipped them out on 
tour along its entire system. The 
drawings and framed proofs of the 
advertisements in which they fig- 
ured are being displayed in ticket 
office windows. Instructions and 
diagrams accompany the exhibit, t 
be used in setting it up effectively 
in each city. 


Firestone Buys G. & A. 


Firestone Tire & Rubber Com- 
pany, Akron, O., has acquired G. & 
A. Aircraft, Inc., glider and auto- 
giro and helicopter manufacturing 
concern, Willow Grove, Pa., an ex- 
tension of the Pitcairn Autogir 
Company and a pioneer in the de- 
velopment of rotary wing aircraft 
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Revion Makes 
Debut as Radio 


Sponsor on Blue 


New York, Aug. 11.—Revlon 
roducts Corporation, maker of 
Rev! n nail enamel and _ lipstick, 
will make its bow as a radio adver- 
tiser as the sponsor of a half-hour 
chow on a coast-to-coast hookup of 
the Blue Network, beginning Sept. 


rhe program will star Gertrude 
Lawrence, marking her first stint 
on 2 commercially sponsored series, 
other than guest appearances. The 
star will be supported by big name 
artists from stage, screen and radio. 
Music will be supplied by Mark 
Warnow’s orchestra. The program 
will be aired Thursdays from 10:30 


William H. Weintraub & Co. has 
been appointed agency to handle 
radio for Revlon. At the same 
time, Helen Golby, the company’s 
advertising director, told ApverTIs- 
mc AGE that Revlon is not lessen- 
ing its magazine advertising, but 
intends to increase its schedule. 
Abbott Kimball Company handles 
publication advertising for Revlon. 


Bed Maker Signs 


The Southern Spring Bed Com- 
pany of Atlanta, Ga., manufacturer 
of beds and bedding, will sponsor 
newscaster Robert St. John over 19 
southern and south central stations 
of the NBC network beginning 
Aug. 17. 

The contract, placed through 
Tucker Wayne & Co., Atlanta, calls 
for two programs weekly, to be 
heard Tuesdays and Thursdays 
from 9:45 to 10 a. m., EWT. 


Renews Commentator 


Benson & Hedges, New York, has | 
renewed Paul Schubert, whose} 
commentaries are heard over the 
Mutual network Mondays through 
Fridays from 10:30 to 10:45 p. m., 
EWT, for an additional 52 weeks, 
effective Aug. 16. Duane Jones 
Company is the agency. 


Renews Upton Close 


Lumbermen’s Mutual Casualty 
Company has renewed Upton Close 
for an additional 52 weeks over the 
Mutual network, effective Aug. 29. 
The program is heard Sundays from 
6:30 to 6:45 p. m., EWT. Leo Bur- 
nett Company handles the account. 


Commission Takes “Sardi’s” 


The Washington State Apple 
Commission will join the list of 
sponsors of the Blue Network’s 
“Breakfast at Sardi’s” show, effec- 
tive Sept. 21. Through the San| 
Francisco office of J. Walter 
Thompson Company, the commis- | 
sion has contracted for time on the 
Tuesday, Wednesday and Friday | 
airings of the program. 

RCA Sponsors “What's New” 

Radio Corporation of America | 
will sponsor “What’s New,” start- 
ing Sept. 4. Heard on 159 stations 
of the Blue Network Saturdays, 7 
to 8 p. m., EWT, the program will | 
feature Don Ameche as host, sup-| 
ported by singing stars and guest | 
personalities from various fields. | 


Second Show for Schutter 

Schutter Candy Company has 
Started sponsorship of a _ second 
radio program, “Starring Curt 
Massey,” broadcast Saturdays ove: 
the NBC network for Old Nick 
candy bars. A special feature of 
the program is the offer of a gift 
package of candy bars to the first 


' 


hundred service men whose names | 


are sent in by the listening audi- 
ence each week. Schwimmer & 
Scott, Chicago, handles the Schutter 
account. 


FOR SALE: 


a Vintage Career! 


Il am in my fighting forties and 
know every phase of the ad- 
Vertising business I am an 


experienced big league publi- 
cation solicitor and agency 
man, but I prefer to employ 
my talents as an account ex- 
ecutive or advertising manager. 
Intelligent, Sympathetic. Of 
good appearance and can carry 
my end in any situation, busi- 
ness or social. Will gladly fur- 
nish complete record of my 
twenty years’ experience. 

Salary? That's for discussion 
but not for bargaining. I am 
more interested in the kind of 


Place and with whom I work. 
Box 4259, ADVERTISING AGE, 
New York City. 


the three stations owned by the 
Blue. 

Formation of the American Broad- 
casting System would seem to im- 
ply that eventually the Blue will be 
known as. the American Network, 
although this has not been con- 
firmed. 


New Name of 
Blue Net May 


Be ‘American’ 


Washington, Aug. 11—The FCC 
was asked today to approve the sale 
of WJZ, New York; WENR, Chi- 
cago; and KGO, San Francisco, from Officers of the new corporation 
the Blue Network, Inc., to the|/are listed as Edward J. Noble, presi- 
American Broadcasting S ystem,|dent, of Greenwich, Conn., Earle E. 
Ine., set up by Edward J. Noble as| Anderson, vice-president, of Upper 
a holding company for his newly| Montclair, N. J., and C. Nicholas 
acquired radio network. Priaulx, treasurer, of Yonkers, N. Y. 

This application follows by nearly|M. R. Anderson is president of 
two weeks the announcement that}WMCA and Mr. Priaulx is treasurer 
Mr. Noble had become the new|and general manager of the station. 
owner of the Blue Network. The According to the application, the 
Commission does not have to ap-|new corporation was formed to pur- 
prove sale of the network itself,| chase the network. Mr. Noble, the 
since it is not licensed, but it must] corporation’s president, bought 400,- 
put its stamp of approval on sale of|000 shares of its common stock for 


Officers Appointed 


45 


$4,000,000. The remaining 100,000|5. Mr. Dworkin has been with the 
shares—there is no other type of|Macfadden organization for 24 
stock—is not for sale at present. years, and has been business man- 
At the same time, the ABS bor-|/ager since 1941. 
rowed $4,000,000 from three New 
York banks, under the stipulation 
that the FCC. must approve the 
transfer. Thus, the $8,000,000 pur- | 
chase price is provided for. | 
Mr. Noble has agreed to sell the | 


apn RS 


independent New York radio sta- 
tion, WMCA, as soon as he can get | 
a fair price for it. FCC held here, | 
as it did in the sale of the Blue, that | 
it would not force a sale at an un- 
favorable price. 


soneaires | SS ; 
Dworkin Promoted | Choose the —_ 


Th i 

Meyer Dworkin has been elected | Ons a: 
secretary and treasurer of Macfad- Leader... / SIN 3 
den Publications, Inc. This was an- ES : 
nounced following a meeting of the z 


company’s board of directors Aug. Sa 


LOWEST COST 
IN THE BUSINESS FIELD 


If you have something to sell, today more than ever you've got to get people 
to ask for your brand FIRST! In Baltimore, the surest way to reach the most 
people at lowest cost is Radio Station WFBR. 


Limited supplies ... limited sales... but 
sales ARE being made. People still buy. 
| The sales trick today is to make sure YOUR 
brand isn’t by-passed! 


| And the radio answer in Baltimore is 
| WFEBR. This is the Mutual station that 
delivers the concentrated population of the 
country’s 6th largest city. 


W FBR makes no pretense of trying to 
cover half the Eastern Seaboard. We de- 
liver the big local station to people who 


I 


RADIO STATION 


can buy where your products are for sale. 


We do not try to cover Virginia, Penn- 
sylvania, Delaware, New Jersey and West 
Virginia with a hopped-up signal and a 
correspondingly higher cost. (Moreover, 
we think radio stations in these scattered 
states have their own loyal listeners right 
in their own backyards). 


In making up budgets . . . remember in 
Baltimore, the way to make friends and 
sales by radio, is W FBR. 


BB asnes 


| NATIONAL REPRESENTATIVE: JOHN BLAIR & CO. 
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- a decrease in the meat supply ‘for “By such enrichment,” he said,|shore statiens, air fields, ships and| currently faced by the food rad 
rive {0 Make civilians,” he said, “in the months | “thiamin, or vitamin B,, the anti-|cold storage plants. Mr. Bull expressed his de< ~~ 
to come. This will result in a vital | fatigue vitamin, has been more than Waste Story Minimized that of the company to a, pe 
need for a greatly increased direct| doubled in cereal products. Accord- clearing house of up-to-the nee 
consumption of cereals, which will| ing to the Bureau of Human Nutri- In its detailed report to Secretary | information on ways and rm, ns ne 
ered - ay mean the utilization of cereals in|tion and Home Economics of the|of the Navy Frank Knox, the com-| meeting the current situat, é of 
forms and at times not now cus-| United States Department of Agri-| mittee gave general praise to the | cessfully. uc. 
tomary. culture, grain products provided| handling, preparing and storing of Monthly bulletins in the ; rm 
“We are inclined to forget that| 15% of the total thiamin in the food| food. In regard to waste, the com-/the “Cream of Wheat News tient 
00 $ a e the first and most imperative de-| supply, before enrichment, in the| mittee said: “It is our opinion that | wil) carry as many practic.) tin 
mand of the human race was for| period between 1938 and 1939. In| it is less than in the average home| for grocers as_ possible. IPs 
(Continued from Page 1) the cereal crops. Far the greater | 1943, the thiamin percentage is esti-| or public institution where food is Merchandising plans ay;. als 
served were madrilene julienne part of mankind today lives mostly | mated to be more than doubled.” prepared and served whether for keyed to the idea of service to me 
olate chiffon tarts, and coffee or en cereals, and lives well. The re- Future promotion of four General | profit or otherwise, because practic- grocer. The first promotion of this 
a 4 cent wartime experience of Eng-| Foods cereals — Grape-Nuts and| ally all of the food prepared and/fajj will be built around a Doster 
Mr. Francis emphasized that a land is a case in point. Food Grape-Nuts flakes, Post Toasties|served in the Navy is consumed. designed to overcome one T 


‘ E of th 
i i i ’ wi The slogan “Take all you want but! retai) trade’ t ae 
person ordinarily obtains much and Post’s bran flakes—will use the ne Air} retail trade’s most pressing prop. 
of his cereal food requirements | UP cereals than ever before and | theme of adding cereals to luncheon | ©at all you take’ is observed. lems—shopping jams over bier 
through eating grains indirectly in |°O"SU™ption increased 93%. As a| menus. It will be advertised in spot| , The committee reported, however, | ends. The poster also acts as 4 
the form of meat y result, the English today are better radio; in newspapers starting in that its analysis of records at head-| sonal service flag for the «: a 
“But present indications point to nourished than they ever have September, and in magazines at the » anata ap eg ere vod gr . 
— ee » first of the year. Network programs seca P ry e og - M INCREASED OUTPUT OF 
r. Francis pointed out t at the are now using it. Grape-Nuts and | Navy food requirements a year ago BREAD SPREADS URGED 
food energy provided by the direct Grape-Nuts flakes are handled by | WS too liberally estimated, seem- ; 
WHO ADVERTISED WHAT consumption of cereals explains why Y & Rubi . Pp ies | ingly resulting from “set aside’ or- Washington, D. C., Aug. 13.—In 
the War Food Administrati i — ubicam; Fost Toasties d terially affecting civilian| an effort to keep up the increas; 
IN THE LAST WAR? . wee omnistration 1S! and Post’s bran flakes by Benton &|%¢rs materially 8 ‘ili ae... 
urging the cereal industry to in-| Rowle > supplies. civilian consumption of bread, the 
@ Dany maiuiocturers and their advertise. | Ore” production and consumption pee REA Foods predident, who “With uncertainty existing as to| War Food Administration toda, 
eir adv of cereals by 25%. The War Food , C 
ing agencies are trying to remember what 


the competition did 25 years ago. 

How much simpler it would be if every 
one ol these manufacturers had a clipping 
book for the war years that showed all edi- 
torial publicity and somgenire advertising. 

We — help you build such a permanent 


ears to come, at emark- 
ably low cost. 4 pkg 


Just ask for Booklet No, 20. 
BACON'S CLIPPING BUREAU 


BUSINESS FARM GENERAL 
PAPERS * PAPERS MAGAZINES 


221 MW. LA SALLE ST., CHICAGO, ILLINOIS 


shortages forced a greater reliance 


Administration anticipates the need 
for a still further increase in cereal 
production. 


Praises Enrichment Program 


Mr. Francis paid tribute to the 
industry’s enrichment program by 
which cereal products were restored 
to their original whole grain nutsi- 
tive values, making such restored 
cereals equal to whole grain prod- 
ucts in nutriment content. 


recently served as chairman of the 
special Navy food committee, ap- 
pointed by Secretary Frank Knox 
to investigate Navy feod adminis- 
tration, expressed high praise for 
the efficient manner in which the 
Navy supplies nutritious foods to its 
vast personnel. The committee, 
made up of commercial restaurant 
and hotel men whose institutions 
serve more than 1,000,000 persons 
daily, traveled by plane to all parts 


‘of the country investigating Navy 


| 


Second Edition 
of Young Book 
Is Published 


— Advertising 

o, June 10. - A ng 

= Shed ions, Inc., publisher of ior. 

arisinc AGE and Industri Ea 
ke i has announced publica 

the naeeee edition of oy Ov 

5 pular . \ 

aor for Producing Ideas. 
the first edition was P 
years ago, thousands 0 


Since 
ublished two 
f copies have 

has been 


the size of the personnel and the 
then undeveloped strategic program, 
this error might well be excused,” 
it reported. “Evidence, however, 
seems to indicate that these estimates 
were never seriously challenged and 
were generally accepted as sacred 
by the Food Requirements Commit- 
tee. If all governmental agencies 
operated with such a liberal safety 
margin the effect on civilian sup- 
lies is self evident. 

“However, we were pleased to 
find that in the light of experience 
ind more facts on which to proceed, 
adjustments have been made by the 
| Navy, and in the light of our knowl- 
edge of its strategic requirements, 
the estimates now seem reasonable. 

“In view of the food shortage, not 
only is there a responsibility on 
each governmental agency to esti- 
mate requirements as accurately as 

ssible, but there should also be a 
coordinating division with a single 
responsible head, charged with the 
‘esponsibility of challenging esti- 
nates and putting them in balance.” 


CREAM OF WHEAT SEES 
CEREAL SALES RISE 


Minneapolis, Aug. 12.—Continu- 


bread spreads. WFA, 


000,000 pounds 
civilians. 


because bread 


over 1941, whereas the per 
butter supply will 


1942. 


not meet demand. 
Bread, WFA believes, is 


ever-increasing quantities. 
also in demand, particularly 
low income _ groups, to 


OPA this week increased 


users. Additional 


| duction. 


called on producers of jams anq 
jellies to swell their output of these 
with the 
cooperation of OPA, is seeking 500,- 
of preserves this 
year, a jump of nearly 200,000,009 
pounds over last year’s supply for 


These increased amounts of pre. 
serves are needed, WFA explained, 
consumption | this 
year is expected to jump about 304 


be only 13 
pounds this winter, down 20% from 
While supplies of margarine 
have been sharply increased, and 
peanut butter will be available jn 
large quantity these spreads wil] 


into lunch boxes of war workers ip 


replace 
scarce meat and dairy products. 


ances of sugar for all cemmercial 
allotments wil! 
_be permitted to preserve manutfac- 
| turers to encourage increased pro- 
WFA expects to put spe- 


Capita 


going 


It is 
among 


allow- 


ai : aA thle ve _| cial emphasis on apple butter and 

ing, gains in cereal sales were Pre’ | apple-based. jellies, which, cost lea 
the Cream of Wheat Corporation, | Pe? pound and require a minimum 
at the company’s annual sales meet- of sugar and pectin. 
ing here last week. aan 

“The experience of the food trade | Country Distillers’ 
in England where cereal consump- 
tion has increased 114% since 1940, Stocks to Be Sold 
is an indication that we in America| All of the capital stock of €oun- 


id, and the _ 
endely acclaimed as & meng 
hi dbook for creative thinkers. ae 
a , edition is in larger size, 
“~~ d more attractive 
who is senior 


type. ‘ 
consultant of ae < has long been 


res in the 
one of the outstanding a ped the 


advertising Rs ges series of have only just begun to feel the/try Distillers Products, Inc., Deats- 

material ot, proved so popular consumer swing to plentiful grain| ville, Ky., has been acquired bj 

lectures, wh decided to offer it in products,” he said, adding that! Fester & Co., New York, which will 

that it was 3 eee SS oe ee jalthough the total gains may not be| reorganize the business and dis- 

bok ~~ of the book remains $1. as great as those in England, they| tribute as tax-paid case goods th 
yee ew See will 


probably be considerably 
higher than they are now. 

To go along with this increased 
interest in cereals, the Cream of| Foster, contracts have been nego- 
Wheat advertising and merchandis-| tiated with American Disti!ling 
|ing program has been designed this| Company and Ben-Burk, Inc., to 
year to give more emphasis than| paekage and deliver the Country 
ever before to the many uses of the | Distillers inventory, which will be 
product, its high energy, vitamin| distributed under the “Old Mr 
|and mineral content, and low cost.} Boston Rocking Chair” label as 4 
Pointing out the many problems! blend of straight whiskies. 


greater part of its stocks of aging 
whiskies. 
According to Sidney Kessler of 


As the attached news story in the June 14 issue of Advertising 
Age suggests, the demand fer copies of “A Technique for Produc- 
ing Ideas,” the little classic written by James W. Young, of the 
J. Walter Thompson Company, simply outran the supply. 


Thousands of copies were ordered by leading advertising and 
business executives throughout the country—and most of them | 
were bulk orders resulting from an initial reading by someone who 
recognized the practical value of the material to the creative men 
in his own organization. 


~ . . . . . _ That’: 
So we have printed a new edition, in larger type, with a larger » ie y «ER 


page, for more convenient handling and reading. | 


advertiser described his 

Regardless of your buséness, you will find in this little book. 
which can be read in half an hour, but which will be read over and 
Bee: over as you apply the practical techniques which it reveals, the 
: answer to problems which have been baffling you. 


Bargain Buy and trotted 
out reliable survey figures 


to prove it. It’s the best 


The constant and expanding demand for “A Technique for Pro- 
ducing Ideas” tells more than all we could say. The only sugges 
tion we offer is, “Read it for yourself” 


dollar for dollar buy in the 


To he indeed Qtek WE - 


Nation's 3rd major market 


(ECA 


OF LOS ANGELES 


i: Price $1, postpaid. Discount for quantity orders. 


~ Advertising Publications, Inc. | 


Publishers of Advertising Age, Industrial Marketing and the Market Data Book 


+ 100 E. OHIO STREET, CHICAGO hark ©. thing. due. 
| BLUE NETWORK AFFILIATE + FREE & PETERS, Inc., National Representatives 
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ereal Institute 
yfends Nutrition 
tory to New Field 


Will Run Series — 
in Home Economics 
Publications 


Chicago, Aug. 12.—While national 
onsumer advertising is still a part 
f the unpredictable future, the Ce- 
eal institute went ahead quietly 
nis week with plans to tell its 
breakfast food nutrition story to the 
me economics field as thoroughly 
; it is now telling doctors and die- 
flans. 

Starting with September issues 
nd using all four of the publica- 
ions in the field, the Institute, com- 
hosed of nine leading cereal food 
nanufacturers, will offer home 
pconomists wall panels and _ stu- 
Hents’ classroom work kits built 
pround a “nutritionally adequate 
breakfast” theme. Full pages, some 
n color, will be used in the home 
pconomies publications on a stag- 
vered schedule. 

Since June, the Institute has been 
pmphasizing the importance of ce- 
eal breakfast foods in a dozen pro- 
essional journals reaching doctors 
These ethical mes- 
ages also appear in full pages, some 


in two colors, on a staggered sched- 


le. All advertisements in both 
eries reproduce the seal of the 
American Medical Association, not- 
ng that the seal indicates all nutri- 
tion statements in the copy have 


been found acceptable by the AMA 


ouncil on Foods and Nutrition. 
Nine Companies Represented 


The Institute, organized only last 
Feb. 8, with Andrew Duncan as man- 


aging director, now represents more 


han 75% 
food 


of the cereal breakfast 
industry. Original founder 


members were the Cream of Wheat 


orporation, General Foods, Gen- 
ral Mills, Kellogg Company, Na- 
ional Biscuit Company, Pillsbury 
lour Mills Company and Quaker 
Jats Company. Campbell Cereal 


ompany and Albers Milling Com-| 


pany recently joined the ranks. 

Industry members view the cur- 
rent food situation with consider- 
able satisfaction. Cereals are in 
plentiful supply and are not ra- 
tioned. Even if rationing comes, 
low point values are anticipated for 
these foods. The companies are in a 
sellers’ market, and the need for 
high pressure sales is lessened. 

But the industry still remembers 
that cold facts show that, prior to 
Pearl Harbor, per capita consump- 
tion of cereal breakfast foods de- 
clined in the face of increased brand 
advertising expenditures, an _ in- 
creased population and a much 
larger national income. 


Looks to Future 


As a result, the Institute was set 
up with the immediate objective of 
doing a thorough-going educational 
job during the wartime period and 
paving the way for a strong position 
in the postwar period when other 
foods—now scarce—become pleiiti- 
ful again. 

Other objectives of the Institute 
are to cooperate fully in the national 
nutrition program (which gives ce- 
reals prominent billing), to conduct 
a continuous research program, in- 
cluding a current study by Elmo 
Roper, and to follow through with 
advantageous use of the research 
findings by the industry and mem- 
ber companies. National advertising 
by the industry may come at some 
later date, but plans call for no na- 
tional drive this year, and no agency 
has been selected for a general cam- 
paign. L. G. Maison & Co., Chicago, 
is handling the advertising in the 
medical profession papers. 

With headlines such as “70 grams 
of protein daily ... from where in 
wartime?” and “Protein needs must 
be met... but how in wartime?”, 
advertisements in these publications 
tell how the availability of cereal- 
derived foods assures an adequate 
wartime supply of protein, augment- 
ing the inadequate supplies of meat. 
Each piece of copy points out that 
the Institute represents a coopera- 
tive effort to present the nutritional 
value of cereal breakfast foods. 


Folders Prepared 


Home economists, in the new 
series starting next month, are in- 
vited to send in coupons for the free 
wall panel charting the “nutrition- 
ally adequate breakfast” and any 
number of the students’ notebooks 
they need. The notebooks contain a 


c* AKRON 


SELL 


| 


AND SUMMIT COUNTY 


YOU’ NEED 


AKRON BEACON JOURNAL 


COVERAGE 


Akron is the Rubber Capital of the World with 


a yearly pay roll of $324,000,000. 
workers make up this important, 


market. 


fact all 


Its 127,000 
free-spending 


They depend on their only Daily and 
Sunday Newspaper to form their buying habits. 
You can REACH and SELL them ONLY through 
the AKRON BEACON JOURNAL. 


ABOUT AKRON AND SUMMIT 


NEWSPAPER COVERAGE 


FROM MARCH _ 31, 


1943 ABC __ AUDIT REPORTS 


Coverage figured on 1943 estimated siailin 
of Summit County families . . . (105,263) 


AKRON BEACON JOURNAL SUMMIT COUNTY 


wee 


CLAIMING SUMMIT 


DAILY SUMMIT COUNTY CIRCULATION..........0000005 12,661 
DAILY SUMMIT COUNTY COVERAGE...........ccccecceeeeeeeees 12% 
SUNDAY SUMMIT COUNTY CIRCULATION...... 10,958 


SUNDAY SUMMIT COUNTY COVERAGE... 


oP e eee eee ee eee ee eee eee eee ee 


OPP Pee eee eee eee ee Pee eee eee eee eee ee) 


Oo eee eee eee eee ee ee eee eee eee 


CLEVELAND MORNING NEWSPAPER 


105,861 
100% 


COUNTY COVERAGE 


AKRON BEACON JOURNAL 


REPRESENTED BY: STORY, BROOKS G FINLEY 


four-page folder explaining the 
need for adequate breakfasts, how 
to organize them, and presenting the 
charts; and a special work sheet for 
the student. Copy explains that the 
classroom aids will be of real value 
in “your teaching effort toward the 
goal of better national nutrition for 
which all America is striving.” 

Besides its limited advertising, the 
Institute has widely circulated a 
folder, ‘What Is a Good Breakfast?”, 
reprinted from an article in What’s 
New in Home Economics. The views 
of leaders in government, educa- 
tional and home economics circles 
are presented. 

The Institute also is printing an 
eight-page pocket size merchandis- 
ing folder, “Better Breakfasts Are 
Merchandising News.” The folder 
contains sales display and advertis- 
ing ideas for retailers, and will be 
distributed by company salesmen. 


400,000 Visit Army 
Show in Chicago 

A total of 392,887 persons visited 
Tribune Tower and its environs to 
see the six-week war weapons ex- 
hibit sponsored jointly by the ord- 
nance department of the Army 
service forces and the Chicago 
Tribune. 

The show was originally sched- 
uled for one month, but because 
visitors were still coming at the 
rate of more than 8,000 per day at 
the end of that period, it was ex- 
tended two weeks. 


Joint Research on 
Nutritive Values 


of Candy Started 


Chicago, Aug. 11.—Marking an- 
other step forward in its campaign 
to win recognition of candy as an 
essential food, the National Con- 
fectioners Association has signed an 
agreement with the Department of 
Agriculture calling for cooperative 
research into the nutritive values of 
candy. 

A staff which will conduct the 
study is in the process of formation, 
Philip P. Gott, president of the as- 
sociation, said this week. Actual 
research will be conducted at the 
department’s regional laboratory in 
New Orleans. Its immediate sup- 
ervisor will be Dr. H. S. Paine, 
chief of the agricultural chemical 
research division of the Bureau of 
Agricultural and Industry Chem- 
istry. The bureau is a part of the 
Agricultural Research Administra- 
tion. 

The proposed study grew out of 
a special meeting held last Febru- 
ary, when it was suggested that the 
Department of Agriculture conduct 
experimental work on the nutritive 
content of candy. Association lead- 
ers conferred with government of- 
ficials then on problems of the in- 
dustry. Since that date, the de- 
partment has come in for criticism 
from some industry members, who 


47 


particularly assailed a department 
pamphlet which gave sugar and 
candy a low rating in the general 
food picture (AA, June 7). 

The confectioners’ group is carry- 
ing its story direct to consumers via 
the coast-to-coast radio program, 
“Washington Reports on Ration- 
ing,’ which has been renewed for a 
third 13-week period, effective Aug. 
15. This show is presented by the 
Council on Candy as Food in the 
War Effort, sponsored by the con- 
fectioners’ association. 


Miss Michaelson Named 


Helen G. Michaelson has been 
appointed assistant to the manager 
of the Aeronautical Engineering 
Review and Aeronautical Engineer- 
ing Catalog, New York. 


INDUSTRIAL 
COPYWRITER 


We want a man who has had experience in 
writing copy for industrial trade papers 
and direct mail as well as digging up the 
material for ‘‘tell-all’’ ads without the 
help of an advertising manager. An engi- 
neering training would be helpful. Lx- 
tensive shoulder rubbing with plant men 
would be an adequate substitute. Prefer 
a man under forty in viewpoint if not in 
years. Wide variety of industrial problems 
involved. Congenial group to work with. 
No politics. All inquiries treated in strict 
confidence. Write Lorry Northrup, Erwin, 
Wasey & Co., 230 N. Michigan Avenue, 
Chicago, Phone after 3 P. M.—Randolph 
4952. 


_— 


FROM A 


DESK... 


JUNK HEAP 


TOA 
CLEAR 
DESK eee 


If your desk is_ piled 


work—looks like a “junk heap”—it’s a 
safe bet you can use some of the ideas 
in Hammermill’s little book, 


for an Orderly Desk.” 


Here are simple, practical ways of 
getting things down in black and white 


high with 


“Recipe 


that will help you get each day’s work 


efficiently organized—remind you what 
to do and when, simplify the routing of 
information to the proper people, elim- 


inate the . time-wasting 


you from doing your best work. 


Get your copy now. 


the coupon, 
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interruptions 1 
and other unnecessary details that keep 
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It’s free. 


Erie, Pa. 


Please 


Send 


Position 


LOOK FOR THE WATERMARK... 
HAMMERMILL’S WORD OF HONOR TO THE PUBLIC. 


HAMMERMILL Paper Co.. 


mail me my free 


(Please attach to or write om your comme 
—_—_—_—_— 


- iF as 


copy of your little book, 


“Recipe for an Orderly Desk.” 
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WPB Officially 
Warns of Possible 
Paper Allocation 


(Continued from Page 1) 
and lithographing advisory com- 
mittee. 

The commercial printers and 
lithographers can expect another 
10% cut in their supply of print 
paper during the fourth and last 
quarter of this year, it was also 
learned at the committee meeting. 
The drop will bring the total 
amount available to those users 
down to 80% of the 1942 supply. 

In view of the projected cut, the 
committee urged that a use survey 
of commercial printing papers be 
made to discover the grades and 
amounts of paper needed, and Rob- 
ert D. Ross, formerly associated 
with R. R. Donnelley & Sons, Chi- 
cago printer, was appointed to con- 
duct such a survey. 

“The continued shortage of fiber,” 
WPB said, “may cause some paper 
mills to shut down and further 
reduce the present inadequate sup- 
ply of printing paper. Despite con- 
tinuing efforts there is no indica- 
tion that pulp production can be 
sufficiently increased to meet the 
heavy demands.” 


HOUSE GROUP SUPPORTS 
RATIONING SETUP 


New York, Aug. 12.—At an in- 
formal meeting here today with 
War Production Board officials, the 
House subcommittee on brand 
names and newsprint recommended 
that no change be made in the pres- 
ent method of horizontal rationing 
of newsprint, or in the present WPB 
rule of exempting from rationing 
small papers using not more than 
100 tons a year. 

The meeting was an offshoot of 
the three-day hearing held by the 
House committee which started yes- 
terday at the Hotel Biltmore to col- 
lect at first hand the views of pulp 
and paper manufacturers and news- 
paper publishers on what steps, if 
any, Congress can take to alleviate 
the newsprint shortage. 

The House subcommittee of the 
Committee on Interstate and For- 
eign Commerce is headed by Rep. 
Lyle H. Boren, Democrat, of Okla- 
homa. 

Today’s session held at the Wal- 
dorf-Astoria was not open to re- 
porters, but at the end of the hear- 
ing Representative Boren told the 


press that it was the feeling of the| 


Army Studies Plant 
Papers for ‘Usefulness’ 


Washington, D. C., Aug. 12.—A 
move of major interest to war plants 
publishing employe house organs 
was uncovered here this week as 
ADVERTISING AGE learned that the 
War Department has ordered a sur- 
vey of all plant newspapers in 
Army-run ordnance plants and in 
plants with War Department orders 
to determine which publications can 
be abolished to save war-scarce 

per. 

In an order from the Army serv- 
ice forces, war plant managers 
were told to evaluate their plant 
newspapers. They were asked to 
prepare a report on the newspapers 
and to obtain certain proof of the 
papers’ usefulness both to the war 
effort and their readers. 

Under the plan, which includes 
the setting up of a committee of 
Army officers to pass on the reports 
and determine the value of the pub- 
lications, those papers which could 
not prove that they are performing 
an exceptional morale job would be 
discontinued. 

The idea, a War Department of- 
ficial said, is to eliminate those 
papers which are edited in a hap- 
hazard manner and are published 
without any definite view in mind 
except that of filling the columns 
and meeting deadlines. Most of the 
papers involved are weeklies. 

Although the War Department 
asserted that, so far as it knows, 
no papers have been abolished so 
far, ADVERTISING AGE learned that 
the “Badger Ordnance News,’ a 
weekly paper for employes of the 
Badger Ordnance Works, operated 
by Hercules Powder Company at 
Baraboo, Wis., has already been dis- 
continued on what at least one of- 
ficial in the plant believes were 
“orders from the War Department.” 


committee that paper making and 
paper processing should be declared 
an essential industry, and workers 
therein given draft deferment status 
such as that enjoyed now by those 
engaged in wood pulp cutting. 

He also said that if 20,000 men 
could be put into U. S. forests, pris- 
oners of war, if available,—and if 
Canada would do _  likewise—the 
supply of pulpwood might be 
brought back to the 1941 
However, he pointed out, Canada 
has not yet declared wood cutting 
an essential industry. 

At the hearing yesterday it was 
predicted that a further cut in 
newsprint supplies for the last 
quarter of the year threatens unless 
output can be increased. 

While emphasizing the explora- 


level. | 


tory nature of their study in the 
newsprint supply situation, which 
will take the subcommittee into 
Canada following the closing of 
Friday’s session, the representatives 
expressed the belief that a long step 
in the direction of solving the short- 
age would be achieved if the pulp- 
wood industry of Canada were de- 
clared essential by that government. 

The recommendation of the WPB 
that use of paper by government 
bureaus be reduced 40% he added, 
has not yet been put into the form 
of a directive, and he indicated that 
the subcommittee is watching the 
results of this particular campaign. 
“The government,” he continued, 
“should be just as careful in news- 
print conservation as it expects the 
newspapers and magazines to be.” 

Representatives of newspaper 
publishers who attended yesterday’s 
conference included Arthur H. 
Sulzberger, publisher of the New 
York Times; Walter M. Dear of the 
Jersey Journal, Jersey City, N. J.; 
Howard Davis, New York Herald 
Tribune; Cranston Williams, general 
manager of the American News- 
paper Publishers Association; F. M. 
Flynn, business manager, New York 
Daily News; Edwin S. Friendly, 
business manager, New York 
Sun; John L. Blake, Scripps-How- 
aard Newspapers, and William 
Dwight, Transcript Telegram, Hol- 
yoke, Mass. 


ISSUES NEW APPEAL 


New York, Aug. 12.—The critical 
shortage of pulpwood was again 
emphasized by the American News- 
paper Publishers Association in its 
bulletin to members sent out this 
week. 


“Analysis of the pulpwood situa- | 


tion in both the United States and 


Canada clearly shows the great), 


burdens being placed on newsprint 
sources,” the bulletin says. “This 
makes it all the more important for 
maximum efforts to be exerted in 
both the United States and Canada 
to cut a total of 3,500,000 cords of 
wood additional to avert not only a 
calamity to the pulp and paper in- 
dustry of both the United States 
and Canada but serious impairment 
of the war effort. 

“A committee of the ANPA board 
of directors has conferred in Can- 
ada with Canadian newspaper pub- 
lishers, representatives of Canadian 
newsprint manufacturers and rep- 
resentatives of various branches of 
the pulp and paper industry in 
Canada, including those responsible 
for their wood cutting and their 
manpower in the woods. A com- 


plete report has been made to the 
Canadians on the effort of the pulp- 
wood cutting drive in the United 
| States, especially the program of 
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| quests would then be ‘screened’ and 
|in the end some one man would 
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cash with order. All 


The Ravertiing Market Place 


The rates for this department are as follows: “Help Wante. 
“Positions Wanted,” “Representatives Wanted,” and “Represe, 
tatives Available,” 30 cents a line, minimum charge $1. Ter 

other classifications 
rates): % in., $2.75; 1 to 3 im., $4.75 per inch. 


(single insertj 


HELP WANTED 
George Williams 
COMMERCIAL PERSONNEL 

Advertising & Publishing Positions 
209 S. State St. a Chicago, Il. 
Cireulation Manager with successful 
experience in business papers. Attrac- 
tive opening with bright future and 
good starting salary. Give full de- 
tails, age, experience, salary expected. 
Box 4258, ADVERTISING AGE, N. Y. 
Account Executive to represent a 
trade publication—the oldest in its 
industry. Must be familiar with Pitts- 
burgh-Buffalo-New York area. Enum- 
erate qualifications. 

3ox 4256, ADVERTISING AGE, N. Y. 
Assistant to Advertising Manager. 
Man competent to lay out organized 


illustrations and write copy for a 
trade publication, the oldest in its 
field. Engineering background de- 
sired. Must have experience in han- 


dling follow-up programs throughout 
the nation. Enumerate qualifications. 
Box 4257, ADVERTISING AGE, N. Y. 


ACCOUNT EXECUTIVE 
Major agcy. food exp. $10,000 
SPACE SALES—Nat’l. pub. $9100 
4 COPYWRITERS—Agcy. exp. $8000 
COPYWRITER—Agcey., food exp. $7200 
COPY W RITER—Tr. paper, foods $3600 
RADIO-——-Comm/’'1. writer, agecy. $4500 
SALES PROM.—Hsehold, appl. $6500 
ASST. ADV. MGR.—Foods, $5000 
SPACE SALES—Tr. paper $6000 
MARKET RESEARCH—Agcey. $3600 
LAYOUT ARTIST—Agcy. $4000 
Girls 
Many good advertising positions open 
—copy, secretarial, typists, etc. 
No obligation to register 
Fred Masterson 
Sinclair-Masterson Personnel 
310 S. Michigan Ave.—Chgo. 


___ POSITIONS WANTED 


skilled commercial artist desires 
free lance work-lettering, spots gen- 
eral finish black and white drawings 
on a free lance basis. What have you 
to offer? 

Box 4255, ADVERTISING AGE, Chgo. 


Advertising executive, agency, indus- 
trial, direct mail experience, prefer 
industrial where advertiser demands 
maximum returns from appropriation. | 
Services comes high but worth it. | 
Box 4249, ADVERTISING AGE, Chego. | 


POSITIONS WANTE! 
LAWYER, specialist in ag 
law, familiar with FTC ana ; 
ings and their application to 
ing copy writing, also nat 
known'‘as writer on adverti 
is available for position as } 
torney with large agency ; 
tiser willins to pay substant 
to man of unusual backer 
ability. 
sox 4253, ADVERTISING AG 
Will change for better opp 
Heading department with ou! 
record and ready to move on 
things. Develop direct-mail 
plan trade, consumer publica: 
create catalogs, displays an 
aids, College, married, family, 9 
Box 4251, ADVERTISING AGE. x 
EXECUTIVE SALESMAN—My prow 
job as Sales Manager for a s; 1 Ohio 
firm doing a nation-wide busi; 
earned by hard work and an « llent 
personal selling record in Metropoli- 
tan New York and New England. This 
plus twelve years’ experience in ge): 
ing, advertising, and sales promotioy 
is offered for a top-notch selling jop’ 
35. Married with a family. 
Box 4250, ADVERTISING AGE 

COPY 

Being Honorably Discharged fro» 
Army. Healthy, age 30, 5 years ey. 
perience display adv. solicitor. Exe). 
lent sales, layout, copy, art abilit 
Wish agency or public relations posi: 
tion. 

Box 4254, ADVERTISING AGE, Chg 


Vertising 
I 
rul- 


Chey ; 
ortunity 
ndit 


Chgo 


Advertising Copywriter 


I have 3 years’ experience—news. 
paper and 4-A advertising agency 
besides thorough training in journ; 
ism-advertising, good technical back 
ground and B.A. degree from a stat 
university. 

My present 


position—editor of a4 
shopping 


newspaper (26,000 circulas 
tion) includes copywriting, layout 
editorial work, make-up and supe 
vision of printing. There is no chance 
for advancement, so I am giving my 
employer 4% weeks’ notice of my ir 
tention to leave. 

Female, 24, available anywhere in 
mid-September. 


Box 4252, ADVERTISING AGE, Che 


the newspaper publishers headed 
up through the committee of which 
Walter M. Dear, ANPA past presi- 
dent, is chairman. 

“Regardless of what may be the 
month to month analysis of the cur- 
rent situation and its bearing upon 
WPB orders on newsprint con- 
sumption in the United States, it is 
important that every daily news- 
paper publisher, especially the large 
users, exert more than ordinary 
efforts to reduce their consumption 
below what they are entitled to use 
by WPB Order L-240. It is not 
sufficient that consumption be 
brought below present production 
and stocks on hand maintained 
unimpaired and increased so as to 
be in a more secure position to face 
the unknown available wood sup- 
ply both in the United States and 
Canada to care for the multiplicity 
of uses of wood.” 

The bulletin also reported that 
newspaper publishers are strongly 
opposed to the proposed WPB plan 
directly to allocate newsprint to| 
newspapers rather than permitting 
them, as now, to regulate their own 
use based on 1941 consumption. 

“Under one of the proposed types 
of allocation every user would have 
to put in a request for an allow-| 
ance of print paper tonnage,” the 
bulletin says. “All of these re- 


come up with a list showing the| 
amount to be allocated to each} 
newspaper. How he would decide | 
the allocation probably would not 


| lishing and advertising business wé 


}of established publicatio We 
would then just be taking 


be known to anyone. He could de- 
cide that too much tonnage was 
used in large Sunday newspapers 
and divert tonnage previously used 
for this purpose to other newspa- 
pers which had requested more 
than previously used.” 


NO PAPER ALLOTMENT FOR 
NEW MAGAZINES, WPB SAYS 


Washington, D. C., Aug. 12.—Th« 
WPB has not allocated paper to an; 
new magazines since its restrictive 
order of March 26, it was learned 
by ADVERTISING AGE today. 

However, the health of the pub- 


attested to by the fact that WPI 
turns down applications for nev 
magazines at the rate of three t 
four each week. 

Such magazines as have beer 
launched since March have no 
needed WPB authorization, it was 
learned. Publishers have been able 
to begin new periodicals by: (1 
killing old magazines and _ using 
their paper allotments or, (2) com- 
bining several magazines into one. 
A WPB official explained the 
agency’s stand this way: “We 
couldn’t justifiably approve newW 
magazines when we are, at the same 
time, slashing the paper allotments 


paper 
away from magazines already ng 
published and giving that paper 
new publications. That would not 
be fair.” 


AAT GCHENECTADY PAPER DOES THE BEST se 
“WwW 


DY MERC 

~ ie SCHENECTADY MERCHANTS PREFER THE g 
The merchants in the rich Schenectady area know local conditions at first- 
hand. They buy more linage in The Gazette than in the second paper 


because The Gazette produces more sales. 
Gazette in your schedules. 


G 


Include The Schenectady 


Write us for a copy of the survey, “Results,” showing reader preference, 
too, in Schenectady. 


SCHENECTADY 


AZET 
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REYNOLDS-FITZGERALD. INC. 


National Representatives 
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'y presenti payid Reynolds, who started as salesman 
nese eal in his father's company. 
land. This. Al . 
re in sel). 
elling jou New uminum 
GE, Chgo d P| 
w «.-fproducer Plans 
years ey. 
Yr ley 
rt ability 
io 18 Osi. 
“Postwar Products 
GE, Chg 
(Continued from Page 1) 
sad hum sheets and rods at the other, 
ce—news-MR. S. Reynolds mortgaged his 18 
agency—Mojl-making plants and other prop- 
ogy Wn’!-Bbrties for a $15,800,000 loan from 
m a state@fthe Reconstruction Finance Cor- 
| _ fporation. To further expand an 
por of afluminum empire he borrowed 
g£, aeen ndditional sums from RFC and now 
nd super-Mowes approximately $43,000,000. 
Be chan When Reynolds Metals Company 
‘of my ipfambled its position as a leading 
ibricator of aluminum foil to be- 
ywhere infleome a full-fledged manufacturer 
f aluminum, Alcoa lost one of its 
GE, Cheo.fest customers. Since then Rey- 
nolds has made impressive inroads, 
most recently the development of a 
——“Bnew alloy claimed to be 40% 
could de-fstronger than any aluminum alloy. 
lage wasff David Reynolds, who quit Prince- 
*wspapersfton University in his junior year to 
usly usedffbecome a salesman in his father’s 
newspa-fforganization, quickly recognized the 
ed moref§value of a well-planned advertising 
program. With an air conditioned 
trailer displaying the company’s 
T FOR @line, he toured the country deter- 
B SAYS mined to attract leading executives 
rather than purchasing agents. For 
12.—Theftwo years he called on every com- 
er to anyMpany through the nation that had 
‘estrictivel chance of using foil. 
s learned This same trailer idea, which 
paved the way for more than half 
the pub-fM@ million dollars in beer label busi- 
iness wasm™ness, has been adapted to wartime 
hat WPBeguse to sell Army and Navy officials 
for newg2nd as a means of education. 
three t Aware of the fact that his com- 
pany is faced with a tremendous 
ve pbeenggoubdlic relations job if it is to as- 
lave noi 
1, it was 
been able 
by: (1 7 
nd using Nr Py THE 
(2) com- Big , j 
into one ie PRIORITY 
ned the NF was 
ay: “We ‘ FREE 
ve new 
‘fo in [taad? PREMIUM 
llotments a . 
* I@@\ POSTER 
ng papel 
idy ng 
2 ENZ\ STAMPS 
rou ne 
—_—- Patriotic themes a 
—_e sure-fire “hit.” 
Profitable Keeps 
| Trade Marks, Slo- 
gans and Brand 
—_ Names popular. 
| AND there are more 
wad | than 1,000,000 Poster 
[ Stamp collectors. 
a 15,000,000 families are 
ce familiar with Poster 
Stamp Premiums. 
WRITE TODAY for full 
— details of this amaz- 
—— ing media. 


1943 advertising Age, Augus 16, 1943 


|sume an important position in the 


postwar period, David Reynolds, 
assisted by William Dasheff, ac- 
count executive at Buchanan & Co., 
New York, has taken full pages in 
full color in Business Week, Col- 
lier’s, Forbes, Fortune, Newsweek, 
The New Yorker, New York Times 
Magazine, Time and U. S. News, in 
addition to a long list of business 
papers. 


Cites Aluminum Story 


Mr. Dasheff helped create one of 
the company’s early advertisements 
linking the name of Reynolds with 
aluminum. Headlined “The Snow- 
ball that Rolled Uphill,” copy says 
that “it was a steep and rugged hill 
that U. S. aluminum production had 
to climb back in 1940. The total 
Axis output was twice our capacity. 
France was doomed. England was 
fighting for her life. But that year 
men of vision in the aluminum 
industry saw what was ahead and 
began pushing. It 
was tough going. 
But swiftly, sure- 
ly, the snowball . 
of aluminum pro- 
duction rolled up- 
hill.” 

Constantly 
drilling away on 
the theme that 
America hasa / 
“great new source 
of 


id 
. 


om 
i 


at 


in, 
¢ 

a % 
cot f 


aluminum,” © 
Reynolds copy | 38 
has adopted the 


slogan “Out of Wm. Dasheff 
the ground into 
the sky.” Working hand in hand, 


young Reynolds and Mr. Dasheff 
whipped up an artistic promotion 
piece vividly portraying the full 
magnitude of establishing an allied 


country’s two billion pounds pro-| 
this | 
virtual pinpoint of aluminum dedi-| 


duced per year, he declares, 
cated to research would greatly 
help to cushion the postwar shock. 

In the company’s 1942 annual 
report, R. S. Reynolds declared, 
“Bauxite mines opened by your 
company in Arkansas during the 
year are now supplying ore to the 
government alumina plants, as well 


to undertake a national program. 
The aluminum industry is cur- 
rently trying to find the key to its 
fate after the war. Until 1941, all 
the virgin aluminum in this coun- 
try was produced by Alcoa which 
today has a capacity of 800,000,000 
,ounds annually, while the govern- 
ment - owned plants can produce 
1,060,000,000 pounds. Operating 
these plants under short-term con- 


Alcoa 


49 


‘Times’ Sets Limit on 
Help Wanted Ads 


Because of wartime newsprint re- 
strictions, the New York Times has 
| placed a limit of 28 lines on all help 
|wanted advertisements in its col- 
umns, display or classified. The 
regulation has been put into effect 
to permit more equitable distribu- 
tion of the available space. 


beach-head on enemy territory. The | 
artist’s conception of an imaginary 
invasion effort depicted the neces- 
sity of aluminum and aluminum foil 
in such large scale operations. 

The company, which in prewar 
days had been weaned on hard- 
hitting copy prepared by David 
Reynolds and Mr. Dasheff, was 
thoroughly prepared to tackle the 
gargantuan task of creating for 
itself public acceptance as an inde- 
pendent manufacturer of aluminum. 
In the past, Reynolds Metals was 
a great believer in the value of 
cooperative dealer advertising and 
conducted a forceful dealer cam- 
paign on Reyn-O-Cell, its cotton 
insulation. 

When last week it was announced 
that the Reynolds account was 
shifting over to J. Walter Thomp- 
son Company, effective Sept. 1, New 
York advertising circles predicted 
that the Reynolds Aluminum spear- 
head was being sharpened for an 
all-out advertising offensive after 
the war. Thus far, Goliath Alcoa 
has been content to sit back and 
watch the “rosy Reynolds” further 
entrench themselves as an alumi- 
num power. Whether the same 
passive reaction will exist when 
peace comes is still a matter of 
speculation. 


Eyes Latin America 


Moving in ever widening circles, 
last January Reynolds Metals 
turned an eye towards Latin 
America, when Joao Alberto Lins 
de Barros, Brazilian coordinator of 
economic mobilization, cropped up 
with a solution to the always seri- 
ous bauxite question, the raw mate- 
rial from which finished aluminum 
is made. 

The coordinator’s panacea was 
simply to set up an aluminum in- 
dustry in Brazil where there is an 
abundance of bauxite, reduce the 
bauxite to aluminum, fabricate the 
parts and fly them to the United 
States. Since there was no dearth 
of labor, transportation and electri- 
cal power in Brazil, all that was 
needed were experienced techni- 
cians, machinery and money to 
come from this country. 

Six months ago Reynolds dis- 


patched a mission to Brazil which, 
after exhaustive research, reported 
|the proposition entirely feasible. 
Shortly after the Reynolds mis- 
sion returned, the U. S. Government 


sent a group of technicians to 
further explore the situation. Al- 
though the report was favorable, 
Washington support in favor of 
|establishing a South American 
|}aluminum stronghold melted away 
in the face of innumerable technical | 
difficulties. | 

David Reynolds, who lives out of 
a suitcase and is in constant touch 
with leading aircraft executives, is | 
firmly convinced that the War Pro-| 
duction Board should currently | 
allocate at least 20,000 pounds of! 
aluminum per month to be used! 
exclusively for postwar aluminum | 
idevelopment. In the face of the | 


as to our own plants at a rate which 
exceeds the entire domestic produc- 
tion in 1940. Your company’s cur- 
rent production of aluminum is at 
a rate equal to 50% of the entire 
United States production in the rec- 
ord prewar year of 1939, and over 
85% of the current output of alumi- 
num consists of premium metal 
with a purity of 99.60% or better. 
Production of strong aluminum 
alloy sheet, rod, bar, extrusions, 
forging stock and aircraft parts is 
at a rate sufficient to supply all of 
the aluminum material required for 
more than 20,000 medium sized air- 
planes per year.” 

Published to keep 22,000 union 
employee abreast of the company’s 
progress and in constant touch with 
one another is the “Reynolds Re- 
view,” house organ ,now edited by 
Vernon Pope, formerly editor of 
Look. 

Commenting on the value of 
radio advertising, David Reynolds 
says that at the present time the 
company is using local stations to 
recruit personnel. While realizing 
the tremendous force of this me- 
dium, the company is not yet ready 


tracts, keeps 15% of any 
profits and the Defense Plant Cor- 
poration pockets the other 85%. 

When the government made up 
its mind to expand aluminum pro- 
duction, it decided to build plant 
facilities to produce 1,185,000,000 
pounds per year. Of this, Alcoa 
was allotted plant facilities to man- 
ufacture 1,145,000,000 pounds of 
this total, and the Olin Corporation, 
subsidiary of Western Cartridge 
Company, never in aluminum pro- 
duction before, was allotted the 
other 40,000,000 pounds per year. 

In the face of this new competi- 
tion, mighty Alcoa has kept its eye 
fastened on postwar research. In 
this respect, admits David Reynolds, 
“they are just a little ahead of us, 
but it won’t be long before we are 
ready to meet any competitor in his 
home laboratory.” 


Named Acting Manager 


D. C. Marschner, assistant man- 
ager of the sales promotion adver- 
tising department of Shell Oil Com- 
pany, New York, has been named 
acting manager. 


single issue. 


Joins Dundes & Frank 


During the past week the Times 
was forced to omit advertising every 
day, as much as 50 columns from a 


Eleanor Dunteman, formerly as- 


sistant advertising manager of Rev- 


lon 


Products 


Corporation, 


New 


York, has joined Dundes & Frank, 
New York, as an account execu- 


tive. 


Choose the 


Leader... 


#25 successful 


— 
= 
808 years under the 
| pen of Merle Thorpe 


——— 
=e 


OUR SPECIALTIES 


CATALOGUES 
PUBLICATIONS 


One of the largest, most efficient and completely 
equipped printing plants in the United States 
(The former Rogers 3 Hall Co. Plant) 


Excellent Quality 
Due to— Modern Equipment and Master 


Due to—Modern Automatic Machinery — 


Catalogues Publications Ditters 

Booklets Paper Covered Books } ; 
Flyers House Organs Quick Delivery 
Proceedings Convention Dailies 

Price Lists General Printing Day and Night Service. 


Typesetting Always clean linotype and 
monotype. Standard and special type faces, if 
desired, from our own machines and type foundry. 


Presswork We have the most modern presses 
to produce any type of printing job economically. 
Color presses, one or more colors, operated by 
master pressmen. 


Binding Any typeof binding, machine gather- 
ing, machine covering and special trimmers. Again 
this modern equipment gives economy. 


Mailing If desired, we mail your printed 
matter direct from Chicago—the central point of 
distribution. The facilities of our binding and 
mailing departments are so equipped that we de- 
liver to the post office or customer as fast as our 
presses print. 


Right Price 
Due to—Superior Facilities and Efficient 
Management. 


Satisfied Customers 
Quality, Service and Economy in good 
printing keeps all satisfied. We have solved 
many printing, publication, catalogue, ad- 
vertising and mailing problems. LET US 
SOLVE YOUR PROBLEM. 


WE EXCEL 
IN OUR SPECIALTIES 
Let us estimate your printing needs — however 
large or small. Estimates place you under no 
obligation. 


PRINTING PRODUCTS CORPORATION 


me“ Printers 


ONE OR MORE COLORS 


Polk and La Salle Sts., Chicago, Ill, 


Telephone 
WABash 3380 


LOCAL 


Dan & Bradstreet, inc. Rates 

Printing Products Corporation 

and Associates over $1,000,000 
Highest Credit 
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“THUMBS UP. UNCLE DUDLEY . | 


J 


You can be proud of the 


Writes Nephew LAURENCE WINSHIP, Managing Editor of the 


Boston Globe, who's now in England, and continues: 


From the Sunday calm of an English countryside, I saw 
a few hundred Americans rise this noon to carry their share 
in the great bombing of Germany. There was nothing new 
or sensational about the event. It was only a small part of 
a very large raid over Hamburg, only an incident in the 
campaign to crush Germany from the air, but it was as 
moving a spectacle as one could want to see and it ended in 
the only way one would want to see. 


Early this morning we stepped into the old church which 
seemed to belong half to the great estate and half to the 
little village. Two lone figures in uniform were kneeling 
in pews far apart. We strolled a mile into the country to 
the semicylindrical camouflaged steel hut where the 
American flyers were being told of their Sunday mission. 


We knew what they were being told by Capt. James D. 
McDonald of Revere, group operations officer, who was 
captain of the Boston University football team three years 
ago. 


These flyers had not been in so very many bombing 
flights. As they drifted out of the operations hut you 
could see in their faces that they had been told that they 
were going today over a corner of Germany which had 
meant the end of nearly 20 Fortresses and many lives. 


“When it was tried a few weeks ago, did they tell you 
what it would be like?” we asked Jim Brophy of Marble- 
head. 


“They told us, all right. They told us just how tough it 
would be. They told us just when we'd begin to get shot 
at. They told us just when we'd run into flak. It was won- 
derful. You didn’t feel as if it could be any different from 
just what it was.” 


It wasn’t much fun watching those young men come out 
of the intelligence officers’ hut and pick up their para- 
chutes and flying suits and start plodding off toward the 
Fortresses hidden among the trees. I was standing beside 
a medical officer. He had started for London Saturday and 
had been called back and told to have the field hospital 
ready for a busy Sunday night. He didn’t seem to enjoy 
watching those boys start out to work, either. 

So you watch these young men as they taxi their Fort- 
resses out of the trees and on to the runways across the 
meadow. 


Above are excerpts from one of a series of articles by Laurence L. Winship, appearing — exclusively in Boston — 


Can you picture a long, long line of Flying Fortresses 
stretching across a meadow, say in Sudbury, Mass., with 
youngsters grinning through the glass of ball turrets under 
the planes and through the glass of the noses of the planes, 
a few of them sticking some thumbs up, some clasping their 
hands over their heads in the old prize fighter’s gesture. 


“You don't think about it once you're off,” explained 
Jack Crotty of Roslindale. 


Crotty saw a Fortress in another group go spinning down 
to earth. He said: “Boy, it makes a Christian out of you 
when you see a ship go down with its tail off.” 


These New Englanders were all very pleasantly sur- 
prised that the Nazi fighters seemed to be somewhere else 
today and they were all very respectful of the German flak. 


“Those guys can hit with flak, when they can’t see ug, 
better than they can hit us with fighters who can see us,” 
said Lieut. Irving H. Frank. 


“You know what I wrote on one bomb,” said Sergt. Joe 
DeGiacomo of Boston, a waist gunner in “Hesitating 
Hussy.” What he wrote was, “From Susan Ann to Hitler.” 
He explained: “Susan Ann is my daughter’s name.” 


“We're fighting for the same thing over here that they 
are there,” said Sergt. John Leahy of Norwood. That 
sounded so much like morale heroics that you looked up 
at him twice. But when you realize that these young men 
have just come back from a trip they weren't sure they'd 
come back from, you feel that they aren't saying much 
they don’t feel at the moment. 


We wondered what Capt. McDonald was doing now, that 
today’s mission was over. He was in a bare little office, 
making his plans for the next one which he will lead. There 
isn’t much else he likes to think about. His brother, 
Frank, was killed in a crash a few weeks ago, and he knew 
about it and couldn't tell the family back in Revere. His 
baby has died since he has been over here. 
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Boston boys who bombed Hamburg !” 


NCLE DUDLEY, signer of Globe editorials since 
1891, has become synonymous with The Bos- | 
ton Globe. For over fifty years Uncle Dudley's clear, 
common-sense editorials have not only expressed the 
policies and reflected the character of this newspaper 
but have expressed the thoughts of the majority of 
his readers as well. Writing of Boston tradition, the 
New York Herald-Tribune once said: | 


“There's the balloon and pinwheel man who 
has memorably vended his wares from the 
corner of Webster's fence in Commonwealth 
Ave. There are the swan boats in the Public 
Gardens — the celebrated silver free lunch 
dishes in Locke-Ober’s Winter Place restau- 
rant, and there are the Uncle Dudley editorials 
in ‘The Globe’.” 


Through seven decades Uncle Dudley's family of | 
nieces and nephews has grown steadily until now 
they number hundreds scattered all over the world. 
They bring Globe readers exclusive, up-to-the-minute 
news and comments. Here are just a few members of | 


Uncle Dudley's family, today: 


Dorotuy THompson ¢ Ernest Linptey « Dorotuy 
Dix ¢ Ernie Pyte ¢ Water LippMaNN ¢ Wiruiam H. 
STONEMAN © JoHN STEINBECK @ Jay FRANKLIN ¢ JOHN 
Barry « Potty Wesster « Dornorny Hittyver « Henry 
Harris ¢ Harotp Putnam ¢ Satrty Stuart « Georce 
ANTHEIL ¢ ANN Dean ¢ Otro ZAUSMER © JoHN KIERAN © 
Samuet GraFton @ Epcar ANseLt Mowrer ¢ GErorceE 
Wetter « Newt Gues « Ropert J. Casey ¢ Jerry 
Nason @ Paut Guaut «© Henry McLemore « HeLen 
Kirk patrick ¢ Richarp Mowrer « A. T. SteeELe ¢ LELAND 
Srowe « ALLEN Haypen ¢ Waverty Root ¢ CaRLYLe 
Hott « Josern F. DinneeN © Emity Post « Nat A. 
Barrows « Louis M. Lyons ¢ James Morcan ¢ CHARLES 
Merritt « James Powers ¢ Eart BANNER @ HELEN 
Lomparp ¢ Ei CuLBERTSON ¢ GRANTLAND Rice ¢ 
Harotp Kaese ¢ Frietrcuer Pratt ¢ Joun LarRpNerR 


Supplementing these writers are the world’s best 
news and picture services: 


Chicago Daily News Foreign Service* 
Overseas News Agency* 
Associated Press 
New York Herald-Tribune News Service® — 
Chicago Sun Foreign Service* | 

Toronto Star News Service* 
A.P. Wirephoto | 
Acme Photo Service* 
United Press 


*Exclusively, in Boston, in Tae Boston GLoBE | 


BEST-READ NEWSPAPER 
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Advertising Age, August 16, 1943 
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SATURDAY NIGHT, 1943 STYLE 
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HOw TO MARE YOUR TOWKS 
LAST LONGER AND STAY 
OURATAE FOR THE DURATION 
Leander wetery they become tee soiled 

PA dry terry towels — sever ives 

Hf loops ere wnagged — cet of newer pet 
Mend weivege end ether break: immedrotely 

Bey qeed-quallty towels ~ slewys the best ecunemy 


Under the heading of "True Towel Tales," Cannon Mills is using this advertise- 

ment to becin a new series based on yarns told by service men from battle 

stations all over the world, of baths under unusual conditions. This month inser- 

tions appear in American Home, Better Homes & Gardens, Good Housekeeping, 

Ladies’ Home Journal, Life, and McCall's. N. W. Ayer & Son handles the 
account. (Story on Page 43.) 


Canmom HOSIERY 


FELICITATIONS FOR NEW COMPANY 


| ie 
: { 


Scene at the Cleveland Advertising Club as Leo Doyle, advertising manager of 

the Cleveland News, concratulates principals of the new transportation advertis- 

ing company, Mitchell, McCandless & Klaus, on the acquisition of the Cleveland 

| transportation advertising franchise. Left to right are: Tom L. McCandless, 
Mr. Doyle, Mayo S. Klaus and John H. Mitchell. 


| WINS STATION PROMO™'ON TROPHY 


Langendorf trophy for “outstanding station promotion on the 1943 Red 
‘er Victory Patrol” is shown here in the proud possession of Birt Fisher, man- 
* of KIR, Seattle, while Don Searle, manager of KGO, San Francisco, who 
i with KFSD, San Diego, for second place, threatens to take it away next 

Richard Goebel, left, advertising manager of Langendorf United Bakeries, 
nsor of the program, and Bruce Eldridge, account executive of Ruthrauff & 
Ryan, Langendorf agency, look on. 
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BAUXITE TO BOMBER 


REVIEW 
F THE 
WEEK 


70°/, WOMEN 


In conjunction with an all-out campaign to identify itself as a leading aluminum 

producer, Reynolds Metals Co. will use this advertisement in the September issues 

of Aero Digest, Aviation, American Aviation and Southern Flight. Copy empha- 

sizes ‘America's new source of aluminum ingot, sheet, extrusions, wire, rod, bar, 

forgings, tubing, foil, powder, and finished aircraft parts.” Buchanan & Co., 
New York, handles the account. (Story on Page |.) 


BULLETIN GETS UNDIVIDED ATTENTION 


EUREKA 
PONCOn..18 Gan Sete at 8 renee 
= 


With more than 70% of its employes 
on the distaff side, Eureka "Vacuum 
Cleaner Co. will launch a new series of 
institutional advertisements highlighting 
the role of women in war work. This 
advertisement is the first to appear in 
full-page black and white the latter part 
of August in McCall's and The Saturday 
Evening Post, to be followed by monthly 
insertions thereafter. Business papers are 
also included in the schedule. Geyer, 
Cornell & Newell, New York, is in charge 
of the account. 


This is what happened to a patriotic bulletin designed for the Pioneer Bank, 

Chattanooga, in which a cartoon shows Inflation saying, “If you must squawk, 

blame them—", indicating the three Axis leaders, "but watch out for me.” The 

painter had to retreat before completing the job, and after a consultation with 

the advertiser, went back and added, "OK, boys—let ‘em have it." In less 

than 24 hours the design had to be painted out to keep the panel from being 
demolished. 


NEW WRIGLEY CARD SALUTES FARM WOMEN 
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dilute the Anitlickn fa lan mers ‘Wives and Dai Hers 
po mneir country 


The car card campaign of Wm. Wrigley Jr. Co., which has been calling attention, this summer, to the importance of the 
part played by farmers of the nation in the war effort (AA, Aug. 2), aives a special salute, in this new card, to farmers’ 
wives and daughters. Otis Shepard designed the striking dramatization of farm women's work. 


WORKS FOR THE WAVES IN COAST SHOWINGS 


aaer 


Currently appearing on the West Coast is this Wave recruiting poster designed by the Los Angeles office of Batten, Bar- 
ton, Durstine & Osborn under Navy direction. Lithographed in color by Schmidt Lithograph Co., San Francisco, the poster 
is being shown by Pacific Outdoor Advertising Co. in Los Angeles, but is available for distribution in other communities. 
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*IOMETHING new has been added to Phoenix’ im- 
portance! Population trends of Metropolitan Mar- 
kets, as analyzed by the J. Walter Thompson 
Company, show Phoenix (Maricopa county) standing 
at 72nd in importance . . . checked against 1943 Ration 
Book No. 2 registrations. In the indicated increase of 
civilian population, 1943 vs. 1942, Phoenix zooms to 
18th in percentage of increase and lands in the 29th 
spot in numerical increase. 


* 


Small wonder, then, that the building of housing 
units is a major project in this golden nugget of west- 
ern markets. Ready, and now occupied, are govern- 
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TOP—Skyline of Phoenix, Arizona 
RIGHT BOTTOM—Mathew Henson Project 
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ment sponsored homes for 2,500 persons. In the course 
of construction are 200 additional units. The Aluminum 
Corporation of America, a $50,000,000 plant, and the 
Goodyear Aircraft Corporation, tooling for modifica- 
tion work on “Liberator” bombers, are rapidly complet- 
ing homes for thousands of additional new population. 


So whether your wartime advertising job is to sell 
goods or maintain good will, count Phoenix in your 
plans. And you can count on the Phoenix Republic and 
Gazette (E&S circulation now over 80,000), and KTAR, 
largest broadcasting station in Arizona, to do a plus job 
for you... quicker and more economically. 
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SOB HALL, National Advertisitig. Manager — G4 
Rep: esentatives —~Williams, Lavtenes Gotiresme: Co 


DICK LEW1S, General Menage fie 
? e5——Pawi 1 Raymer Company ‘—" 
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